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Notice of Opposition
Notice is hereby given that the following party opposes registration of the indicated application.

Opposer Information

Name Apple Inc.

Granted to Date 11/06/2016
of previous ex-
tension

Address 1 Infinite Loop, Cupertino
Cupertino, CA 95014
UNITED STATES

Attorney informa- | Joseph Petersen

tion Kilpatrick Townsend & Stockton LLP

1080 Marsh Road

Menlo Park, CA 94025

UNITED STATES

cgenteman@kilpatricktownsend.com, aroach@ktslaw.com,
jpetersen@ktslaw.com, agarcia@ktslaw.com, tmadmin@ktslaw.com
Phone:650-326-2400

Applicant Information

Application No 86848866 Publication date 05/10/2016
Opposition Filing | 11/07/2016 Opposition Peri- 11/06/2016
Date od Ends

Applicant ReUselt, LLC

2151 Professional Drive, Suite 260
Roseville, CA 95661
UNITED STATES

Goods/Services Affected by Opposition

Class 035. First Use: 0 First Use In Commerce: 0
All goods and services in the class are opposed, namely: Promoting public awareness of recyclingfor
business, charitable and fundraising purposes

Class 040. First Use: 0 First Use In Commerce: 0
All goods and services in the class are opposed, namely: Recycling of used goods

Grounds for Opposition

Priority and likelihood of confusion Trademark Act Section 2(d)
Dilution by blurring Trademark Act Sections 2 and 43(c)

Marks Cited by Opposer as Basis for Opposition

U.S. Registration | 1078312 Application Date 03/25/1977
No.



http://estta.uspto.gov

Registration Date | 11/29/1977 Foreign Priority NONE
Date

Word Mark APPLE

Design Mark

Description of NONE

Mark

Goods/Services

Class 009. First use: First Use: 1976/04/00 First Use In Commerce: 1976/04/00

COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND
TAPE

U.S. Registration | 3928818 Application Date 05/03/2007

No.

Registration Date | 03/08/2011 Foreign Priority NONE
Date

Word Mark APPLE

Design Mark

Description of NONE

Mark

Goods/Services

Class 009. First use: First Use: 1976/04/01 First Use In Commerce: 1976/04/01

Computer hardware; computer hardware, namely, server, desktop, laptop and
notebook computers; computer memory hardware;computer disc drives; optical
disc drives; computer hardware, software and computer peripherals for commu-
nication between multiple computers and between computers and local and
global computer networks; computer networking hardware; set top boxes; com-
puter hardware and computer software for the reproduction, processing and
streaming of audio, video and multimedia content; computer hardware and soft-
ware for controlling the operation of audio and video devices and for view-
ing,searching and/or playing audio, video, television, movies, photographs and
other digital images, and other multimedia content; computer monitors; liquid
crystal displays; flat panel display monitors;computer keyboards, cables, mo-
dems; computer mice; electronic docking stations;stands specially designed for
holding computer hardware and portable and handheld digital electronic
devices; batteries; rechargeable batteries; battery chargers; battery packs;
power adapters for computers; electrical connectors, wires, cables, and ad-
aptors; wired and wireless remote controls for computers and portable and
handheld digital electronic devices; headphones and earphones; stereo head-
phones; in-ear headphones; microphones;audio equipment for vehicles, namely,
MP3 players; sound systems comprising remote controls, amplifiers, loudspeak-
ers and components thereof; audio recorders; radio receivers; radio transmitters;
personal digital assistants; portable digital audio and video players; electronic
organizers; cameras; telephones; mobile phones; videophones; computer gam-
ing machines, namely, stand-alone video gaming machines; handheld and mo-
bile digital electronic devices for the sending and receiving of telephone calls,
electronic mail and other digital media; MP3 and otherdigital format audio and
video players;portable and handheld digital electronic devices for recording, or-




ganizing, transmitting, receiving, manipulating, playing and reviewing text, data,
image, audio and video files; a full line of electronic and mechanical parts and
fitting for portable and handheld digital electronic devices for recording, organiz-
ing, transmitting, receiving, manipulating, playing and reviewing text, data, im-
age, audio and video files, namely, headphones, microphones, remote controls,
batteries, battery chargers, devices for hands-free use, keyboards, adapters;
parts and accessories for mobile telephones, namely, mobile telephone covers,
mobile telephone cases, mobile telephone covers madeof cloth or textile materi-
als, mobile telephone batteries, mobile telephone battery chargers, headsets for
mobile telephones, devices for hands-free use of mobile telephones; carrying
cases, sacks, and bags, all for use with computers and portable and handheld
digital electronicdevices; operating system programs; computer utility programs
for computer operating systems; a full line of computer software for business,
home, education, and developer use; computer software for use in organizing,
transmitting, receiving, manipulating, playing and reviewing text, data, image,
audio, and video files; computer programs for personal information manage-
ment; database management software; character recognition software; electron-
ic mail and messaging software; telecommunications software for connecting
wireless devices, mobile telephones, handheld digital electronic devices, com-
puters, laptop computers, computer network users, global computer networks;
database synchronization software; computer programs for accessing, browsing
and searching online databases; computer software to develop other computer
software; computer software for use as a programming interface; computer soft-
ware for use in network server sharing; local and widearea networking software;
computer software for matching, correction, and reproduction of color; computer
software for use in digital video and audio editing; computer software for use in
enhancing text and graphics; computer software for use in font justification and
font quality; computer software for use to navigate and search a global computer
information network; computer software for use inword processing and database
management; word processing software incorporatingtext, spreadsheets, still
and moving images, sounds and clip art; computer software for use in authoring,
downloading, transmitting, receiving, editing, extracting, encoding, decoding,
playing, storing and organizing audio, video, stillimages and other digital media;
computer software for analyzing and troubleshooting other computer software;
computer graphics software; computer search engine software; website devel-
opment software; computer software for remote viewing, remote control, com-
munications and software distribution within personal computer systems and
across computer networks; computer programs for file maintenance and data re-
covery; computer software for recording and organizing calendars and sched-
ules, to-do lists, and contact information; computer software for clock and alarm
clock functionality; computer softwareand prerecorded computer programs for
personal information management; electronic mail and messaging software;
computerprograms for accessing, browsing and searching online databases;
computer software and firmware for operating system programs; blank computer
storage media; user manuals in electronically readable, machine readable or
computer readable form for use with, and sold as a unit with,all the aforemen-
tioned goods; instructional manuals packaged in association with the above

U.S. Registration | 1114431 Application Date 03/20/1978

No.

Registration Date | 03/06/1979 Foreign Priority NONE
Date

Word Mark NONE




Design Mark

Description of
Mark

THE MARK CONSISTS OF A SILHOUETTE OF ANAPPLE WITH A BITE RE-

MOVED.

Goods/Services

Class 009. First use: First Use: 1977/01/00 First Use In Commerce: 1977/01/00
COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND

TAPE
U.S. Registration | 2715578 Application Date 07/01/2002
No.
Registration Date | 05/13/2003 Foreign Priority NONE
Date
Word Mark NONE

Design Mark




Description of
Mark

NONE

Goods/Services

Class 009. First use: First Use: 1977/01/01 First Use In Commerce: 1977/01/01

Computers hardware; computer hardware, namely, server, desktop, laptop,
notebook and subnotebook computers; hand held and mobile computers; com-
puter [ terminals and ] monitors; personal digital assistants; portable digital audio
players; electronic organizers; computer keyboards, cables, [ modems; ] audio
speakers; computer video control devices, namely, computer mice, [ trackballs,
joysticks andgamepads; ] a full line of computer software for business, home,
education, anddeveloper use; computer programs for personal information man-
agement; database management software; [ character recognition software;
telephony management software; ] electronic mail and messaging software; [
telecommunications software, namely, for paging; ] database synchronization
software; computer programs for accessing, browsing and searching online
databases; operating system software; application development tool programs;
blank computer storage media; fonts, typefaces, type designs and symbols re-
corded onmagnetic media; computer software for use in providing multiple user
access to a global computer information network for searching, retrieving, trans-
ferring, manipulating and disseminating a wide range of information; computer
software foruse as a programming interface; computer software for use in net-
work server sharing; local and wide area networking software; computer soft-
ware for matching, correction, and reproduction of color; computer software for
use in digital videoand audio editing; computer software for use in enhancing
text and graphics; computer software for use in font justification and font quality;
computer software for use to navigate and search a global computer information
network, as well as to organize and summarize the information retrieved; com-
puter software for use in word processing and database management; word pro-
cessing software incorporating text, spreadsheets, still and moving images,
sounds and clip art; computer software for use in authoring, downloading, trans-
mitting, receiving, editing, extracting, encoding, decoding, playing, storing and
organizing audio, video, still images and other digital data; computer software for
analyzing and troubleshooting other computer software; children'seducational
software; computer game software; Computer graphics software; [ Computer
search engine software; ] Web sitedevelopment software; computer program
which provides remote viewing, remote control, communications and software
distribution within personal computer systemsand across computer network;
computer programs for file maintenance and data recovery; computer peripher-
als; instructional manuals packaged in association withthe above

U.S. Registration | 3679056 Application Date 01/13/2009

No.

Registration Date | 09/08/2009 Foreign Priority NONE
Date

Word Mark NONE




Design Mark

Description of
Mark

The mark consists of the design of an apple with a bite removed.

Goods/Services

Class 009. First use: First Use: 1977/01/31 First Use In Commerce: 1977/01/31

Computers; computer hardware; computer peripherals; handheld computers;
handheld mobile digital electronic devices for recording, organizing, transmitting,
manipulating, and reviewing text, data, image, audio, and audiovisual files, for
the sending and receiving of telephone calls, electronic mail, and other digital
data, for use as a digital format audio player, handheld computer, personal digit-
al assistant, electronic organizer, electronic notepad, camera, and global posi-
tioning system (GPS) electronic navigation device; digital audio and video re-
corders and players; personal digital assistants; electronic organizers; cameras;
telephones; mobile phones; satellite navigational systems, namely, global posi-
tioning systems (GPS); electronic navigational devices, namely, global position-
ing satellite (GPS) based navigation receivers; computer game machines for use
with external display screens, monitors, or televisions; a full line of accessories
and parts for the aforementioned goods; stands, covers, cases, holsters, power
adaptors, and wired and wireless remote controls for the aforementioned goods;
computer memory hardware; computer disc drives; optical disc drives; computer
networking hardware; computer monitors; flat panel display monitors; computer
keyboards; computer cables; modems; computer mice; electronic docking sta-
tions; set top boxes; batteries; battery chargers; electrical connectors, wires,
cables, and adaptors; devices for hands-free use; headphones; earphones; ear
buds; audio speakers; microphones; and headsets; a full line of computer soft-
ware for business, home, education, and developer use; user manuals for use
with, and sold as a unitwith, the aforementioned goods; downloadable audio and
video files, movies, ring tones, video games, television programs, pod casts and
audio books via the internet and wireless devices featuring music, movies,
videos, television, celebrities, sports, news, history, science, politics, comedy,
children's entertainment,animation, culture, current events and topics of general
interest

U.S. Registration | 2683410 Application Date 04/25/2002

No.

Registration Date | 02/04/2003 Foreign Priority NONE
Date




Word Mark

APPLE STORE

Design Mark

APPLE STORE

Description of
Mark

NONE

Goods/Services

Class 035. First use: First Use: 1997/11/01 First Use In Commerce: 1997/11/01

Retail store services featuring computers, computer software, computer peri-
pherals and consumer electronics, and demonstration of products relating
thereto; online retail store services provided via a global computer network fea-
turing computers, computer software, computer peripherals and consumer elec-
tronics, and demonstration of products relating thereto

U.S. Registration | 2424976 Application Date 11/23/1999

No.

Registration Date | 01/30/2001 Foreign Priority NONE
Date

Word Mark THE APPLE STORE

Design Mark

THE APPLE STORE

Description of
Mark

NONE

Goods/Services

Class 035. First use: First Use: 1997/11/00 First Use In Commerce: 1997/11/00
online retail store services provided via a global computer network featuring
computers, computer hardware, computer systems, computer software, com-
puter peripherals and accessories

U.S. Registration | 2462798 Application Date 11/23/1999

No.

Registration Date | 06/19/2001 Foreign Priority NONE
Date

Word Mark APPLE STORE

Design Mark

APPLE STORE

Description of
Mark

NONE

Goods/Services

Class 035. First use: First Use: 1997/11/01 First Use In Commerce: 1997/11/01




online retail store services provided via a global computer network featuring
computers, computer hardware, computer systems, computer software, com-
puter peripherals and accessories

U.S. Registration | 2926853 Application Date 08/16/2002

No.

Registration Date | 02/15/2005 Foreign Priority 02/26/2002
Date

Word Mark NONE

Design Mark

Description of
Mark

The mark consists of the design of an apple with a bite removed.

Goods/Services

Class 035. First use: First Use: 1983/00/00 First Use In Commerce: 1983/00/00

analysis and consultation in the field of business information management,
namely, the selection, adoption and operation of computers and computer in-
formation management systems; providing information in the fields of business
and commerceover computer networks and global communication networks;
business services, namely, providing computer databases regarding the pur-
chase and sale of a wide variety of products and services of others;business
services, namely, dissemination of advertising for others via computernetworks
and global communication networks; retail store services featuring computers,
computer software, computer peripherals and consumer electronics, and
demonstration of products relating thereto; online retail store services provided
via computer networks and global communication networks featuring computers,
computer software, computer peripherals andconsumer electronics, and demon-
strationof products relating thereto

Class 039. First use: First Use: 1985/00/00 First Use In Commerce: 1985/00/00
computerized data storage services; data storage relating to business
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Certificate of Service

The undersigned hereby certifies that a copy of this paper has been served upon all parties, at their address
record by First Class Mail on this date.

Signature /Joseph Petersen/
Name Joseph Petersen
Date 11/07/2016




IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In the Matter of Application Serial No. 86/848,866
For the mark: GREEN APPLE

Filed: December 14, 2015

Published: May 10, 2016

______________________________________________________________ X
APPLE INC,, :
Opposition No.
Opposer,
V. : NOTICE OF OPPOSITION

REUSEIT, LLC, :
Applicant. :
___________________________________________ X

APPLE INC. (“Apple” or “Opposer”), a corporation organized and existing under the
laws of California with a principal place of business at 1 Infinite Loop, Cupertino, California
95014, believes that it will be damaged by the issuance of a registration in Classes 35 and 40 for
the GREEN APPLE mark underlying Application Serial No. 86/848,866, filed by ReUselt, LLC
(“Applicant”), and hereby opposes the same.

As grounds for its opposition, Opposer alleges as follows, with knowledge concerning its
own acts, and on information and belief as to all other matters:

1. Opposer is the world-famous designer, manufacturer, and distributor of personal
computers, mobile communication and media devices, digital media players, and many other
goods and services, and Opposer’s APPLE brand is one of the best known brands in the world.
Opposer designs, manufactures, and/or markets in interstate and international commerce a broad

line of technology-related goods and services.



2. Opposer has long demonstrated a commitment to the environment and “green”
causes. For example, for many years Opposer has offered its Apple and the Environment
recycling program, which encourages consumers to recycle their APPLE devices either online
(by providing a prepaid mailing label that can used to ship the device to Opposer) or at an
APPLE STORE retail outlet. Opposer’s commitment to recycling has succeeded in diverting
millions of pounds of e-waste from landfills. Recently, Opposer introduced a line of robots that
can disassemble an iPhone mobile device every 11 seconds and sort its high-quality components
so they can be recycled, reducing the need to mine those resources from the earth. Attached as
Exhibit 1 is Apple’s 2016 Environmental Responsibility Report highlighting the steps Apple is
taking to help preserve our environment for future generations. [Attach
http://images.apple.com/environment/pdf/Apple_Environmental_Responsibility_Report_2016.pd
f]

3. Since at least as early as 1977, Opposer has extensively promoted, marketed,
advertised, distributed, sold and/or rendered goods and services in connection with a family of

trademarks consisting, in whole or in part, of the word APPLE and/or a visual equivalent of the

word, to wit a logo depicting a stylized apple with a “bite” and a detached leaf, as shown below:

’

(the “Apple Logo”) (collectively, the “Apple Marks”).
4. Opposer’s family of Apple Marks are distinctive, arbitrary and fanciful marks that
have achieved an extraordinary level of fame and consumer recognition. As a result of

Opposer’s extensive advertising, promotion, and use of the Apple Marks in connection with a



variety of goods and services, the Apple Marks have acquired enormous goodwill, and have
come to be identified immediately with Opposer as the source of its goods and services. Given
the fame of the Apple Marks, and in particular the APPLE STORE?® retail sales outlets,
consumers overwhelmingly associate an APPLE formative word mark with Apple, its wide
variety of technological goods, and its retail services.

5. The Apple Marks are famous under the Lanham Act, specifically 15 U.S.C.
§ 1125 et seq., and are among the most valuable trademarks in the world. The extraordinary
level of fame and consumer recognition that the Apple Marks currently enjoy cannot be seriously
disputed.

6. For many years, Opposer’s APPLE brand (including the Apple Logo) has
consistently been recognized as one of the world’s most famous brands. In May 2016, Forbes
magazine ranked the APPLE brand as the world’s most valuable brand for the sixth year in a
row, with an estimated valuation of $154.1 billion, 87% more than second-ranked Google.
Attached as Exhibit 2 are printouts of Forbes magazine’s articles regarding its list of the most
valuable brands from 2016, 2015, 2014, 2013, 2012, and 2011, obtained from its website.

7. In 2016, for the fifth consecutive year, Apple won the Harris Interactive “Brand
of the Year” award in the tablet computer category, beating out its competitors. In 2016, Apple
was also named the #1 brand in the categories of computer manufacturer, mobile operating
system, operating system, smartphones, and online computer retailer. Attached as Exhibit 3 is a
printout of the Harris Interactive report obtained from the website at
http://www.theharrispoll.com/business/2016-Brands-of-the-Year.html.

8. In addition, Interbrand has consistently recognized Opposer’s APPLE brand as
belonging in the top 50 of the world’s most valuable brands, increasing in value each year. In

2013, the APPLE brand took the top spot for the first time as the most valuable brand in the



world, and has maintained this number one position for the 2014, 2015 and 2016 rankings. The
rise to the number one position came after an increase in Apple’s position in 2012 from g™
(2011) to nd (2012), with the biggest growth in estimated brand value in Interbrand’s 2012
rankings: 129%. Previously, the APPLE brand rose nine spots in Interbrand’s rankings—from
17" (2010) to gt (2011)—and increased in estimated brand value by 58%. Attached as Exhibit
4 are copies of relevant pages of Interbrand’s “Best Global Brands” rankings, in reverse
chronological order from 2016 through 2010. Interbrand has given the APPLE brand the
following rankings and U.S. dollar values over the past five years:

1. 2016: valuing the APPLE brand as the most valuable brand in the world, with an
estimated brand worth of U.S. $178.12 billion.

il. 2015: valuing the APPLE brand as the most valuable brand in the world, with an
estimated brand worth of U.S. $170.28 billion.

1il. 2014: valuing the APPLE brand as the most valuable brand in the world, with an
estimated brand worth of U.S. $118.86 billion.

iv. 2013: valuing the APPLE brand as the most valuable brand in the world, with an
estimated brand worth of U.S. $98.316 billion.

V. 2012: valuing the APPLE brand as the 2nd most valuable brand in the world,
with an estimated brand worth of U.S. $76.568 billion.

vi. 2011: valuing the APPLE brand as the 8th most valuable brand in the world, with
an estimated brand worth of U.S. $33.492 billion.

Vil. 2010: valuing the APPLE brand as the 17th most valuable brand in the world,
with an estimated brand worth of U.S. $21.143 billion.

9. Over the past eight years, Millward Brown Optimor (“MBQO”), a leading market
research and brand valuation and management company, has found APPLE to be one of the
world’s top brands in MBO’s “Brandz™ Top 100 Most Valuable Global Brands,” an annual
assessment of the 100 most valuable brands in the world. In MBO’s 2016 rankings, Opposer’s

APPLE brand was ranked as the world’s second most valuable brand with a value of $228.5



billion. In 2015, Apple ranked as the world’s most valuable brand, a rank it also held in 2011,
2012, and 2013. Opposer’s APPLE brand ranked 2nd in 2014, 3rd in 2010, 6th in 2009, and 7th
in 2008, clearly demonstrating that the APPLE brand has been recognized as one of the world’s
most valuable brands for nearly a decade. Attached as Exhibit S are copies of relevant pages of
MBO’s rankings in reverse chronological order from 2016 through 2008.

10. Opposer also has been widely recognized as an extremely valuable, innovative,
and admired company. Each year since 2006, Fortune Magazine has published its list of “Most

9

Admired Companies.” Opposer has featured prominently in these rankings each year, and for
eight years in a row from 2009 to 2016, it was named the “World’s Most Admired Company” for
the year. Before 2009, Fortune Magazine’s list was limited to “America’s Most Admired

Companies,” and Opposer also topped this list in 2008. Attached as Exhibit 6 are true and

correct copies of printouts of relevant pages of Fortune Magazine’s “Most Admired Companies”

rankings in reverse chronological order from 2016 through 2008.

11. Opposer is the owner of numerous United States registrations on the Principal

Register for the Apple Marks, including, without limitation, the following registrations:

TRADEMARK

SER. APP./
REG. NO.

APP. DATE/
REG. DATE

GOODS/SERVICES
(FIRST USE/PRIORITY DATE)

APPLE

1,078,312

Mar. 25, 1977/
Nov. 29, 1977

Class 9: computers and computer programs
recorded on paper and tape (first used Apr. 1976)

APPLE

3,928,818

May 3, 2007/
Mar. 8, 2011

Class 9: Computer hardware; computer hardware,
namely, server, desktop, laptop and notebook
computers; computer memory hardware; computer
disc drives; optical disc drives; computer
hardware, software and computer peripherals for
communication between multiple computers and
between computers and local and global computer
networks; computer networking hardware; set top
boxes; computer hardware and computer software
for the reproduction, processing and streaming of
audio, video and multimedia content; computer
hardware and software for controlling the
operation of audio and video devices and for
viewing, searching and/or playing audio, video,
television, movies, photographs and other digital
images, and other multimedia content; computer
monitors; liquid crystal displays; flat panel display




TRADEMARK

SER. APP./
REG. NO.

APP. DATE/
REG. DATE

GOODS/SERVICES
(FIRST USE/PRIORITY DATE)

monitors; computer keyboards, cables, modems;
computer mice; electronic docking stations; stands
specially designed for holding computer hardware
and portable and handheld digital electronic
devices; batteries; rechargeable batteries; battery
chargers; battery packs; power adapters for
computers; electrical connectors, wires, cables, and
adaptors; wired and wireless remote controls for
computers and portable and handheld digital
electronic devices; headphones and earphones;
stereo headphones; in-ear headphones;
microphones; audio equipment for vehicles,
namely, MP3 players; sound systems comprising
remote controls, amplifiers, loudspeakers and
components thereof; audio recorders; radio
receivers; radio transmitters; personal digital
assistants; portable digital audio and video players;
electronic organizers; cameras; telephones; mobile
phones; videophones; computer gaming machines,
namely, stand-alone video gaming machines;
handheld and mobile digital electronic devices for
the sending and receiving of telephone calls,
electronic mail and other digital media; MP3 and
other digital format audio and video players;
portable and handheld digital electronic devices for
recording, organizing, transmitting, receiving,
manipulating, playing and reviewing text, data,
image, audio and video files; a full line of
electronic and mechanical parts and fitting for
portable and handheld digital electronic devices for
recording, organizing, transmitting, receiving,
manipulating, playing and reviewing text, data,
image, audio and video files, namely, headphones,
microphones, remote controls, batteries, battery
chargers, devices for hands-free use, keyboards,
adapters; parts and accessories for mobile
telephones, namely, mobile telephone covers,
mobile telephone cases, mobile telephone covers
made of cloth or textile materials, mobile
telephone batteries, mobile telephone battery
chargers, headsets for mobile telephones, devices
for hands-free use of mobile telephones; carrying
cases, sacks, and bags, all for use with computers
and portable and handheld digital electronic
devices; operating system programs; computer
utility programs for computer operating systems; a
full line of computer software for business, home,
education, and developer use; computer software
for use in organizing, transmitting, receiving,
manipulating, playing and reviewing text, data,
image, audio, and video files; computer programs
for personal information management; database
management software; character recognition
software; electronic mail and messaging software;
telecommunications software for connecting




TRADEMARK

SER. APP./
REG. NO.

APP. DATE/
REG. DATE

GOODS/SERVICES
(FIRST USE/PRIORITY DATE)

wireless devices, mobile telephones, handheld
digital electronic devices, computers, laptop
computers, computer network users, global
computer networks; database synchronization
software; computer programs for accessing,
browsing and searching online databases;
computer software to develop other computer
software; computer software for use as a
programming interface; computer software for use
in network server sharing; local and wide area
networking software; computer software for
matching, correction, and reproduction of color;
computer software for use in digital video and
audio editing; computer software for use in
enhancing text and graphics; computer software
for use in font justification and font quality;
computer software for use to navigate and search a
global computer information network; computer
software for use in word processing and database
management; word processing software
incorporating text, spreadsheets, still and moving
images, sounds and clip art; computer software for
use in authoring, downloading, transmitting,
receiving, editing, extracting, encoding, decoding,
playing, storing and organizing audio, video, still
images and other digital media; computer software
for analyzing and troubleshooting other computer
software; computer graphics software; computer
search engine software; website development
software; computer software for remote viewing,
remote control, communications and software
distribution within personal computer systems and
across computer networks; computer programs for
file maintenance and data recovery; computer
software for recording and organizing calendars
and schedules, to-do lists, and contact information;
computer software for clock and alarm clock
functionality; computer software and prerecorded
computer programs for personal information
management; electronic mail and messaging
software; computer programs for accessing,
browsing and searching online databases;
computer software and firmware for operating
system programs; blank computer storage media;
user manuals in electronically readable, machine
readable or computer readable form for use with,
and sold as a unit with, all the aforementioned
goods; instructional manuals packaged in
association with the above. (first used Apr. 1,
1976)

1,114,431

Mar. 20, 1978/
Mar. 6, 1979

Class 9: Computers and computer programs
recorded on paper and tape (first used January
1977)




TRADEMARK

SER. APP./
REG. NO.

APP. DATE/
REG. DATE

GOODS/SERVICES
(FIRST USE/PRIORITY DATE)

s

2,715,578

July 1, 2002/
May 13, 2003

Class 9: Computers hardware; computer
hardware, namely, server, desktop, laptop,
notebook and subnotebook computers; hand held
and mobile computers; computer monitors;
personal digital assistants; portable digital audio
players; electronic organizers; computer
keyboards, cables, audio speakers; computer video
control devices, namely, computer mice; a full line
of computer software for business, home,
education, and developer use; computer programs
for personal information management; database
management software; electronic mail and
messaging software; database synchronization
software; computer programs for accessing,
browsing and searching online databases;
operating system software; application
development tool programs; blank computer
storage media; fonts, typefaces, type designs and
symbols recorded on magnetic media; computer
software for use in providing multiple user access
to a global computer information network for
searching, retrieving, transferring, manipulating
and disseminating a wide range of information;
computer software for use as a programming
interface; computer software for use in network
server sharing; local and wide area networking
software; computer software for matching,
correction, and reproduction of color; computer
software for use in digital video and audio editing;
computer software for use in enhancing text and
graphics; computer software for use in font
justification and font quality; computer software
for use to navigate and search a global computer
information network, as well as to organize and
summarize the information retrieved. computer
software for use in word processing and database
management; word processing software
incorporating text, spreadsheets, still and moving
images, sounds and clip art; computer software for
use in authoring, downloading, transmitting,
receiving, editing, extracting, encoding, decoding,
playing, storing and organizing audio, video, still
images and other digital data; computer software
for analyzing and troubleshooting other computer




TRADEMARK

SER. APP./
REG. NO.

APP. DATE/
REG. DATE

GOODS/SERVICES
(FIRST USE/PRIORITY DATE)

software; children's educational software;
computer game software; Computer graphics
software; Web site development software;
computer program which provides remote viewing,
remote control, communications and software
distribution within personal computer systems and
across computer network; computer programs for
file maintenance and data recovery; computer
peripherals; instructional manuals packaged in
association with the above. (first used Jan. 1, 1977)

3,679,056

Jan. 13, 2009/
Sept. 8, 2009

Class 9: Computers; computer hardware; computer
peripherals; handheld computers; handheld mobile
digital electronic devices for recording, organizing,
transmitting, manipulating, and reviewing text,
data, image, audio, and audiovisual files, for the
sending and receiving of telephone calls, electronic
mail, and other digital data, for use as a digital
format audio player, handheld computer, personal
digital assistant, electronic organizer, electronic
notepad, camera, and global positioning system
(GPS) electronic navigation device; digital audio
and video recorders and players; personal digital
assistants; electronic organizers; cameras;
telephones; mobile phones; satellite navigational
systems, namely, global positioning systems
(GPS); electronic navigational devices, namely,
global positioning satellite (GPS) based navigation
receivers; computer game machines for use with
external display screens, monitors, or televisions; a
full line of accessories and parts for the
aforementioned goods; stands, covers, cases,
holsters, power adaptors, and wired and wireless
remote controls for the aforementioned goods;
computer memory hardware; computer disc drives;
optical disc drives; computer networking
hardware; computer monitors; flat panel display
monitors; computer keyboards; computer cables;
modems; computer mice; electronic docking
stations; set top boxes; batteries; battery chargers;
electrical connectors, wires, cables, and adaptors;
devices for hands-free use; headphones;
earphones; ear buds; audio speakers; microphones;
and headsets; a full line of computer software for
business, home, education, and developer use; user
manuals for use with, and sold as a unit with, the
aforementioned goods. downloadable audio and
video files, movies, ring tones, video games,
television programs, pod casts and audio books via
the internet and wireless devices featuring music,
movies, videos, television, celebrities, sports,
news, history, science, politics, comedy, children's
entertainment, animation, culture, current events
and topics of general interest. (first used Jan. 31,
1977)




SER. APP./

TRADEMARK REG. NO.

APP. DATE/
REG. DATE

GOODS/SERVICES
(FIRST USE/PRIORITY DATE)

APPLE STORE 2,683,410

Apr. 25,2002/
Feb. 4, 2003

Class 35: Retail store services featuring
computers, computer software, computer
peripherals and consumer electronics, and
demonstration of products relating thereto; online
retail store services provided via a global computer
network featuring computers, computer software,
computer peripherals and consumer electronics,
and demonstration of products relating thereto.
(first used Nov. 1, 1997)

THE APPLE STORE | 2424976

Nov. 23, 1999/
Jan. 30, 2001

Class 35: Online retail store services provided via
a global computer network featuring computers,
computer hardware, computer systems, computer
software, computer peripherals and accessories
(first used Nov. 1997)

APPLE STORE 2,462,798

Nov. 23, 1999/
Jun. 19, 2001

Class 35: Online retail store services provided via
a global computer network featuring computers,
computer hardware, computer systems, computer
software, computer peripherals and accessories
(first used Nov. 1, 1997)

2,926,853

Aug. 16,2002/
Feb. 15, 2005

Class 35: analysis and consultation in the field of
business information management, namely, the
selection, adoption and operation of computers and
computer information management systems;
providing information in the fields of business and
commerce over computer networks and global
communication networks; business services,
namely, providing computer databases regarding
the purchase and sale of a wide variety of products
and services of others; business services, namely,
dissemination of advertising for others via
computer networks and global communication
networks; retail store services featuring computers,
computer software, computer peripherals and
consumer electronics, and demonstration of
products relating thereto; online retail store
services provided via computer networks and
global communication networks featuring
computers, computer software, computer
peripherals and consumer electronics, and
demonstration of products relating thereto. (first
used 1983)

Copies of the registration certificates and printouts from the United States Patent and Trademark

Office’s online database for the above-identified registrations are annexed as Exhibit 7.

12. The above-identified registrations are valid and in full force and effect. Indeed,

affidavits have been filed and accepted pursuant to Sections 8 and 15 of the Lanham Act for

Registration Nos. 1,078,312;

2,462,798;and 2,926,853.

1,114,431,
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2,715,578;

3,679,056; 2,683,410; 2,424,976;




13. Further, Opposer also owns common law rights in its Apple Marks through its

long use of those marks in connection with recycling programs as illustrated below:

-

Renew

Recycling an Apple product
should be as easy as using one.

The Apple Renew program lets you recycle your device at an Apple Store or online.
We'll make sure it's recycled responsibly or given a chance to be used again.

| %

Environment

Our planet deserves

our best thinking.

sach to the environment that we do with
lar energy projects to reduce our carban
ials to create saler products and

they are managed sustainably. We're even creating a more mindful way to
recycle devices using robots,

14.  The above logos are just two of the various iterations of its Apple Logo that
Opposer has used in connection with its recycling programs. Opposer has also used the below

green colored Apple Logo, among others.

11



We account for everything. Including our products.
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15. Notwithstanding Opposer’s prior rights, and well after Opposer’s Apple Marks
became famous, on December 14, 2015, ReUselt, LLC filed intent-to-use Application Serial No.
86/848,866 to register its GREEN APPLE Mark, for the following services in International

Classes 35 and 40 (“Applicant’s Services”):

Class 35: Promoting public awareness of recycling for business, charitable and
fundraising purposes.

Class 40: Recycling of used goods.

16. Opposer is timely filing this Notice of Opposition.

17. There is no issue as to priority. Opposer’s Apple Marks were all filed, used in
commerce, and/or registered well before the December 14, 2015 filing date of Applicant’s
application.

18. Consumers encountering Applicant’s Mark, particularly in connection with
Applicant’s Services, are likely to associate the mark with Opposer and its Apple Marks.
Specifically, Applicant’s Mark incorporates Opposer’s famous APPLE word mark in its entirety,

adding only the non-distinctive term “GREEN,” which is descriptive of Applicant’s recycling

12



services and is insufficient to distinguish the marks in any meaningful way. Indeed, the
dominant portion of both marks is the term “APPLE”, with the term “GREEN” in Applicant’s
mark merely referencing an environmentally friendly product or service. The parties’ marks are
thus nearly identical visually, aurally, and conceptually.

19. Since long before Applicant’s filing date, Opposer has offered under its Apple
Marks goods and services highly related or complementary to Applicant’s Services. For
example, Opposer has long offered a service to consumers which encourages and facilitates the
recycling of APPLE devices. In light of the fame of Opposer’s APPLE Marks and Apple’s
longstanding efforts to help preserve and maintain the environment, Applicant’s use of a mark
that is nearly identical—visually, aurally, and conceptually—to Opposer’s famous Apple Marks
is likely to confuse consumers into believing Applicant’s services are somehow provided by,
endorsed by, or otherwise affiliated with Opposer.

20. Lending further support to a likelihood of confusion is the fact that Applicant’s
identification of services is not limited to any particular channel of trade, and, therefore, it is
presumed that Applicant’s Services will be offered through the same channels of trade as the
products covered by Apple’s registrations. Consumers, upon seeing Applicant’s GREEN
APPLE Mark used in connection with Applicant’s “promoting public awareness of recycling for
business, charitable and fundraising purposes” and “recycling of used goods” services are likely
to be confused as to Apple’s affiliation or association with Applicant’s Services.

21. Opposer will be damaged by the registration of Applicant’s Mark because
Applicant’s Mark so closely resembles Opposer’s Apple Marks that it is likely to cause
confusion, mistake, or deception in the minds of consumers as to the origin or source of
Applicant’s Services or the affiliation between Applicant and Opposer in violation of Section

2(d) of the Lanham Act, 15 U.S.C. § 1052(d). Furthermore, any objection complained of in

13



connection with Applicant’s Services marketed under the GREEN APPLE mark would
necessarily reflect upon and seriously injure the reputation that Opposer has established for its
goods and services.

22. Opposer will be damaged by registration of Applicant’s Mark because the mark is
likely to cause dilution of the distinctiveness of the famous Apple Marks by eroding consumers’
exclusive identification of the Apple Marks with Opposer, and by otherwise lessening the
capacity of Opposer’s Apple Marks to identify and distinguish the goods and services of
Opposer, in violation of Section 43(c)(1) of the Lanham Act, 15 U.S.C. § 1125(c)(1).

23. Specifically, Applicant’s Mark is likely to cause dilution by blurring of the
famous Apple Marks based on a number of relevant considerations including, without limitation,
the following:

(a) Applicant’s Mark is highly similar to the Apple Marks and incorporates

Opposer’s famous APPLE word mark in its entirety;

(b) The Apple Marks are inherently distinctive in relation to Opposer’s goods and
services;

(©) Opposer has engaged in substantially exclusive use of the Apple Marks in
connection with Opposer’s goods and services;

(d) The Apple Marks are widely recognized by the general consuming public and had
been so long before the filing date and claimed date of first use of Applicant’s
application; and

(e) On information and belief, by using Applicant’s Mark, Applicant intends to create

an association with the Apple Marks.
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24. If Applicant is granted the registration herein opposed, it would thereby obtain a
prima facie exclusive right to the use of Applicant’s Mark in connection with Applicant’s
Services. Such registration would be a source of damage and injury to Opposer.

WHEREFORE, Opposer requests that this opposition be sustained and that the
registration of Application Serial No. 86/848,866 in connection with Applicant’s Services be
denied.

The opposition fee in the amount of $600.00 for an opposition is filed herewith. If for
any reason this amount is insufficient, it is requested that Opposer’s attorneys’ Deposit Account

No. 20-1430 be charged with any deficiency. This paper is filed electronically.

Dated: Menlo Park, California

November 7, 2016 Respectfully submitted,

KILPATRICK TOWNSEND &
STOCKTON LLP

By: /s/ Joseph Petersen

Joseph Petersen

1080 Marsh Road

Menlo Park, CA 94025
Telephone: (650) 326-2400
Facsimile: (650) 326-2422

Crystal C. Genteman

1100 Peachtree Street NE, Suite 2800
Atlanta, GA 303009

Telephone: (404) 685-6779

Attorneys for Opposer Apple Inc.
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

In the Matter of Application Serial No. 86/848,866
For the mark: GREEN APPLE

Filed: December 14, 2015

Published: May 10, 2016

______________________________________________________________ X
APPLE INC,, :
Opposition No.
Opposer,
V. : NOTICE OF OPPOSITION

REUSEIT, LLC, :
Applicant. :
___________________________________________ X

CERTIFICATE OF TRANSMITTAL

I hereby certify that a true copy of the foregoing NOTICE OF OPPOSITION is being
filed electronically with the TTAB via ESTTA on this day, November 7, 2016.

/s/ Alberto Garcia

CERTIFICATE OF SERVICE

This is to certify that on this day, November 7, 2016, a copy of the foregoing NOTICE
OF OPPOSITION has been served on Applicant by depositing said copy with the United States
Postal Service as First Class Mail, postage prepaid, addressed to Applicant’s Attorney of Record
identified in the TESS record, as follows:

MATTHEW POWELSON
321 LAW, INC.
P. 0. BOX 911
MONTEREY, CALIFORNIA 93942

/s/ Alberto Garcia
Alberto Garcia
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Responsibility Report

2016 Progress Report, Covering Fiscal Year 2015

We designed a line of robots that can take apart up to 1.2 million phones a year. We call it Liam.
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.

We're working to protect or create up to a million acres of responsibly managed forest.

Our work is led by Lisa Jackson, Apple’s Vice
President of Environment, Policy and Social
Initiatives, reporting directly to CEO Tim Cook.
The Office of Environment, Policy and Social

Initiatives works with teams across Apple to
set strategy, engage stakeholders, and com-
municate progress. Our integrated approach
means that decisions about Apple values,
including environment, are reviewed and sup-
ported at the highest levels of the company.

Innovation is at the heart of everything we do at Apple, and that extends to our
commitment to protecting the natural environment for the future.

We believe our planet deserves our best thinking. So we're constantly striving to find or
invent solutions to important environmental challenges—whether it’s a line of robots
that disassembles iPhone 6 for recycling, a vast network of solar panels on urban roof-
tops to power our facilities in Singapore, or new product designs that eliminate harmful
substances like beryllium.

Apple’s 2016 Environmental Responsibility Report, covering fiscal year 2015, is our ninth
annual update, highlighting the progress we've made and the places we're working
hard to improve.

Focus and simplify is one of our mantras. So, after deep reflection, data analysis, and
conversations with stakeholders, we set three priorities where we believe Apple can
make the most impact:

+ Reduce our impact on climate change by using renewable energy sources and driving
energy efficiency in our products and facilities.

+ Conserve precious resources so we all can thrive.
+ Pioneer the use of safer materials in our products and processes.

« This report details how we are approaching each of these priorities, and highlights
some of our key accomplishments to date.

For starters, as of January 2016, we're sourcing or generating enough renewable energy
to cover 93 percent of the electricity we use at our facilities worldwide. In fact, Apple is
now 100 percent renewable in 23 countries, including China, Germany, Singapore, and
the United States. We're also 100 percent renewable at every one of our data centers. So
whenever you send an iMessage, download a song from iTunes, or ask Siri a question,
the energy Apple uses doesn't contribute to climate change.

In the past five years, we have reduced the carbon footprint of Apple facilities by
64 percent thanks to our clean energy use, avoiding over 1 million metric tons of
carbon emissions. We're working hard to reach 100 percent renewable energy for all
of our facilities worldwide, and help our suppliers in China and everywhere around
the world make the same transition to clean energy as we have.

Environmental Responsibility Report | 2016 Progress Report, Covering FY2015 3
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In February 2016, we issued a US$1.5 billion
green bond, the first ever by a U.S. tech
company. The green bond proceeds are
dedicated to financing environmental
projects—because environmental respon-
sibility is core to our business.

We're as committed as ever to conserving precious resources. In 2015, we diverted more
than 89 million pounds of e-waste from landfills. And more recently, we introduced
Liam, a line of robots that can disassemble an iPhone every 11 seconds and sort its
high-quality components so they can be recycled, reducing the need to mine those
resources from the earth. It’s an experiment in recycling technology, and we hope this
kind of thinking will inspire others.

We're also making strides in our efforts to preserve working forests, which, when
managed properly, can be important renewable resources. Last year, over 99 percent of
our product packaging came from paper that was recycled or sourced from sustainably
managed forests. We're also partnering with The Conservation Fund to protect sustain-
ably managed working forests in the United States, and with World Wildlife Fund to
transition forests into responsible management in China.

For years, we've led the electronics industry in removing toxins such as arsenic, PVC,
brominated flame retardants, and phthalates from our products. Many toxins are
restricted not only in the products themselves but also in the manufacturing process,
because we are committed to the people who make, use, and recycle our products.
This past year, we started a Full Material Disclosure program, which will show us the
chemical composition of every material in every component of our products so we
can understand their effect on our health and on the environment.

We are working every day to leave the world better than we found it. We know we
have a long way to go, and a lot of work ahead of us. We are committed to increasing
openness in our work and welcome you to join us on our journey.

Environmental Responsibility Report | 2016 Progress Report, Covering FY2015 4
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The Singapore solar project is the first distributed utility-scale installation in the country and is spread over hundreds of rooftops.

3%

Currently, 93 percent of our facilities
worldwide run on renewable energy.

1312 B2 167

2010 20m

2012

2013 2014 2015

COze Emissions per Product (kg)

We've decreased carbon emissions per
product every year since 2011.

Climate change is real. So is what we're doing
about it.

In 2015, 93 percent of our energy came from renewable sources. And we're constantly
looking for ways to get to 100 percent. In Singapore, we're powering our facilities
with a 32-megawatt solar project spread over more than 800 rooftops. In China, we're
adding 170 megawatts of solar to begin offsetting the energy used to make our
products. And our data centers around the world run on 100 percent clean energy
and power billions of iMessages, answers from Siri, and song downloads from iTunes.

Carbon Footprint

A more complex carbon footprint requires
more inventive solutions.

When we measure our carbon footprint, we include hundreds of suppliers, millions of
customers, and hundreds of millions of devices. And we're always looking for ways to
make the biggest difference in five major areas: manufacturing, product use, facilities,
transportation, and recycling.

We design each generation of our products to be as energy efficient as possible.
We're sourcing lower-carbon materials to make our devices, and we're partnering
with suppliers to add clean energy to their facilities. We produce and procure clean,
renewable energy to power 93 percent of our offices, retail stores, and data centers
around the world, which has lowered emissions from our facilities to 1 percent of
our comprehensive carbon footprint. We're also adjusting our recycling practices
and rethinking our shipping strategies.

Environmental Responsibility Report | 2016 Progress Report, Covering FY2015



Our 2015 carbon footprint

38,400,000

metric tons of greenhouse gas emissions

J7% 7% T 4%

Manufacturing Product Usage Facilities Transportation Recycling

Manufacturing

Manufacturing a smaller footprint.

How we make our products is the largest piece of our carbon footprint. We've
identified two areas where we can dramatically reduce our impact—raw materials
production and electricity used in manufacturing.

Partnering with suppliers to reduce emissions.

The electricity we use in our supply chain to process raw materials, make parts, and
assemble our products is the single biggest source of our carbon footprint—over
60 percent of our manufacturing emissions. So in 2015, we created programs to help
our partners around the world reduce their energy use, power their facilities with
clean energy, and build high-quality renewable energy projects.

We started engaging directly with suppliers in 2015 to assess their energy use with
detailed energy audits. We work together to find ways to reduce energy use—replacing
outdated or inefficient heating, cooling, and lighting systems; repairing compressed air
leaks; and recovering waste heat. Through the process, we aim to promote continual
improvement; build technical capabilities; and increase awareness of the environmental
and financial benefits of energy efficiency.

We conducted 13 energy audits at supplier facilities in China, Taiwan, and Japan

last year, identifying more than US$32 million in annual savings opportunities. This
corresponds to reductions of approximately 224 million kilowatt-hours of electricity
and 269,000 million British thermal units of fuel. From these identified improvements,
suppliers have already reduced over 18 million kilowatt-hours of electricity, avoiding
13,800 metric tons of carbon dioxide equivalents (COze).! We are continuing to expand
the program for even greater impact.

Our efforts go beyond energy efficiency to spur the development and procurement

of renewable energy within our supply chain. We're building 200 megawatts of solar in
China, starting with a 170-megawatt solar project in Inner Mongolia, to begin offsetting
our manufacturing emissions. We're also working with suppliers to install more than

4 gigawatts of new clean energy worldwide, including 2 gigawatts in China by 2020.
Our 4 gigawatts of clean energy projects will avoid over 30 million metric tons of
carbon pollution, equivalent to taking over 6 million cars off the road for one year.2

Environmental Responsibility Report | 2016 Progress Report, Covering FY2015 6



iPhone 6
]

iPhone 6s

The carbon footprint of iPhone 6s
aluminum enclosure is half that of
the previous generation.

The transition to renewable energy can be highly technical. It often requires compli-
cated deal structures across many regions with their own regulatory requirements.
Apple is experienced in sourcing and building renewable energy—quickly and at a
high standard across the globe—so we are working with our suppliers to help them
overcome challenges. We know that, with some hard work and collaboration, suppliers
can reduce their own carbon footprint through the development of high-quality and
cost-effective renewable energy projects. As part of Apple’s industry-leading program,
over the next two years, Foxconn will install 400 megawatts of solar to cover the
energy use of its iPhone final production facility in Zhengzhou, China.

Lowering our carbon emissions by focusing
on aluminum.

We sell millions and millions of phones. So making even small adjustments to the
production of iPhone can have a big impact. We discovered that changing how

we make the aluminum enclosure could lower our carbon footprint. We prioritized
aluminum that was smelted using hydroelectricity rather than fossil fuels. And we
reengineered our manufacturing process to reincorporate the scrap aluminum. As

a result, we cut the carbon footprint associated with the aluminum enclosure of
iPhone 6s in half compared with the previous generation. And we're looking for new
ways to use more carbon-efficient aluminum across all of our products.

Environmental Responsibility Report | 2016 Progress Report, Covering FY2015 7



Product Usage

Your energy use is our energy use.

All of the energy it takes to run your device—from the time you open the box to the
day it's recycled—is added to our carbon footprint. We even include the energy it
takes to charge your device, which usually comes from carbon-intensive sources such
as coal or gas. So we're always developing new ways to make our products as efficient
as possible. For example, the Mac operating system puts the hard drive to sleep and
runs processors in an ultralow power mode when you're not hard at work. It can even
save energy when the screen is static and between keystrokes when you type.

MacBook Air consumes 52 percent less energy than the original model. Mac mini
consumes 40 percent less power when idle than the previous generation. Apple TV
consumes 90 percent less energy than the first generation. And you can charge your
iPhone 65 once a day for a year for only 53 cents.3 In fact, since 2008 we've reduced
the average total power consumed by Apple products by 64 percent, bringing down
our overall carbon footprint and your electricity bill at the same time.4

Power consumed by the MacBook in
m sleep mode, the lowest of any Mac.
— 7)(
H-_s

Mac mini exceeds ENERGY STAR
requirements by up to seven times.

The power used by the iMac in sleep mode
was reduced 97 percent compared with the
first-generation iMac.

The cost to charge the battery of an
iPhone 6s once a day in the United States
is 53¢ per year.3

Environmental Responsibility Report | 2016 Progress Report, Covering FY2015



Our data centers run on 100 percent renewable
energy. Which means every time you send an
iMessage, download a song from iTunes, or ask
Siri a question, the energy Apple uses doesn’t
contribute to climate change.

Go ahead, ask Siri all the questions you want.

Every time you send an iMessage, make a FaceTime call, ask Siri a question, download

a song, or share a photo, it takes energy. And we hold ourselves responsible for that
energy, not you. We're proud to say that all those tasks are handled by Apple data
servers running on 100 percent renewable energy. When we need a little extra juice, we
work with third-party data centers. Even though we don’t own them, and share them
with other companies, we still include them in our renewable energy goals. So we're
working with these providers to get them to 100 percent renewable energy, too. All
told, in 2014 our data centers avoided 150,000 metric tons of COye emissions. And in
2015, that number grew to 187,000 metric tons.

Facilities

We use the power of the sun, wind, and water
to power our lights, servers, and coffeemakers.

We're constantly finding ways to be more energy efficient and working toward our goal
of covering 100 percent of the electricity use of our global facilities—data centers, corpo-
rate offices, and more than 475 Apple Retail Stores—with 100 percent renewable energy.
As of January 2016, we're at 93 percent worldwide. And in 23 countries, including the
United States, the United Kingdom, China, and Australia, we're at 100 percent. For exam-
ple, we connected 40 megawatts of new solar energy to China’s national grid, producing
more than enough electricity for all of Apple’s offices and retail stores in China. Apple

is one of the largest end-users of solar power in the world. As of March 2016, we have
announced 521 megawatts of solar projects—the majority of these projects are Apple-
owned, with 162 megawatts undertaken as part of Power Purchase Agreements.

Environmental Responsibility Report | 2016 Progress Report, Covering FY2015 9



metric tons COze equivalent

In fiscal year 2015, by using renewable energy in Apple facilities, we avoided

335,000 metric tons of CO,e emissions from entering the atmosphere, the equivalent
of 359,828,142 pounds of coal not burned.2 Sourcing renewable landfill biogas to
power our fuel cells avoided an additional 27,000 metrics tons of COze in fiscal year
2015. Altogether, since fiscal year 2011, we have reduced carbon emissions from Apple
facilities by 64 percent—avoiding over 1 million metric tons of COze from entering
the atmosphere.

Apple Scopes 1 & 2 Building Emissions®

450,000
400,000 [ Avoided Emissions

... @ i 0 Emissions prevented
350,000 S I : ==t . through Apple’s use of
300,000 N . P L renewable energy
250,000 . Feeer) b e
200000 TRl bt b Lt b
150000 [ e T
v = - - : Co Apple Emissions

' ' o C Net emissions after

50,000 ~_ accounting for Apple’s
0 ) renewable energy program

FYn FY12 FY13 FY14* FY15

*Building emissions refers to emissions from natural gas and electricity at corporate offices, data centers, and retail stores.

**In fiscal year 2014, Apple owned a facility in Mesa, AZ, that was operated by a supplier, which had default grid emissions of 151,279
tons COze and effective emissions of 0 tons CO2e due to the use of 100 percent renewable energy. It was removed from operation

in fiscal year 2015 and is not shown on this chart.

The cleanest energy is the energy you
never use.

We've made energy efficiency a priority across all of our facilities, seeing energy

savings of 25 percent or more in the buildings assessed. We have completed extensive

energy efficiency projects at our corporate headquarters in Cupertino, California, and
the surrounding Santa Clara Valley, where we operate more than 100 buildings, some
of which we've called home for more than 20 years. As buildings age, and as our
working needs have changed, we've undertaken aggressive programs to improve the
comfort and function of our facilities, all the while ensuring they require less energy.

Improvements made during the past five years now save over 39 million kilowatt-hours
a year—equivalent to the output of a typical 20-megawatt solar photovoltaic (PV) array.

The efficiency improvements include upgrading to LED lighting, retro-commissioning
building controls, and upgrading heating, ventilation, and air-conditioning systems.
When designing new buildings, we optimize energy efficiency through use of high-
efficiency lighting and heating, ventilation, and air-conditioning systems and through
careful selection of windows, insulation, shading, and roofing materials to reduce
heating and air-conditioning loads.
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Our Maiden, North Carolina data center is
powered by our biogas fuel cells and three
solar arrays.

100 percent of our data centers run on
100 percent renewable energy.

Our data centers are built with the environment in mind, often including innovative
energy efficiency measures. In fact, three of our data centers—in North Carolina, Oregon,
and Nevada—earned Leadership in Energy and Environmental Design (LEED) Platinum
certification from the U.S. Green Building Council, the highest level possible.

Our data centers have been 100 percent renewable since 2013. And we'’re continuing

to find innovative ways to bring renewable energy projects to the places where we
consume a lot of energy. For example, we recently partnered with the local utility,

Duke Energy, to develop a green energy tariff —Duke Energy’s Green Source Rider
Program. This program allowed us to co-develop five solar PV projects in North Carolina,
the first of which came online in October 2015. For more information about Apple’s
industry-leading efforts to supply our data centers with 100 percent renewable energy,
see Appendix B.

Innovating on rooftops in Singapore.

Singapore is so densely populated that there’s no space on the ground for a large-scale
solar project. So we designed an entirely new solution. We worked with local renewable
energy provider Sunseap to source clean energy from roughly 32 megawatts of solar
panels on more than 800 rooftops in the city. This first-of-its-kind project will produce
enough energy to run all our Singapore offices and our part of the shared data center
that we use for extra computing capacity.

To further advance the renewable energy market in Singapore and to ensure account-
ability and traceability of our generation, Apple worked closely with APX (a renewable
energy tracking software developer) and other key partners to develop a regional
renewable energy tracking system, similar to those in North America and Europe. Apple
is using the tracking system now and soon it will be opened to renewable energy
generators and purchasers in Singapore and elsewhere in Asia.

We're powering 97 percent of our Apple
Stores with renewable energy. That's almost
good enough.

As of April 2016, we are powering 463 Apple Stores in 13 countries with 100 percent
renewable energy. Our preferred method is to generate renewable energy from Apple-
created projects to cover our stores’ electricity use. For many of our other retail stores,
we purchase renewable energy from third-party providers. And where local regulations
don't allow these options, we participate in utility green tariff programs, collaborate with
landlords to purchase renewable energy on our behalf, or procure renewable energy
certificates that meet strict verification standards.
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Our renewable energy strategy

1. Energy Efficiency 2.Renewable Energy

An important first step in managing
energy use is to ensure our facilities use
as little as possible. That's why we design

Renewable Energy Generation. Where feasible, we produce our own renewable energy
by building our own solar arrays, biogas fuel cells, and micro-hydro generation systems.

them for maximum energy efficiency, Renewable Energy Investments. Where it's not feasible to produce our own, we
and regularly audit their energy use to purchase renewable energy, investing in local and newer projects that follow our
identify further opportunities for energy robust renewable energy sourcing principles.

optimization.

Grid-Purchased Renewable Energy. In cases where we aren't able to purchase renew-
able energy in this way due to local regulations, Apple purchases renewable energy
credits (RECs). We apply the same rigor here as for our other grid-purchased renewables,
and we also register and retire these RECs in certified tracking systems. When Apple
acquires RECs, we require that they are Green-e Energy certified and come from the
same region—and preferably the same state—as the Apple facility they support.

§+0+@+ + -O-

Wind Water Biogas Fuel Cell Geothermal Solar

Our renewable energy sourcing principles.

We encounter many legal and regulatory frameworks around the world that constrain our renewable energy supply options. In each
location, we endeavor to choose the strongest approach available to us as defined by three guiding principles:

Displacement. We seek to displace the more polluting forms of energy in the same electric grid region in which we operate—by
putting into the grid an amount of renewable energy equal to the amount of energy taken from the grid by our facilities.

Additionality. We strive to create new clean energy that adds to the energy sources already delivering to the grid. This generally
means participating in renewable energy projects that would not have been built without Apple’s involvement. We make sure that
the energy we count toward our goals is not counted toward regulatory obligations that utilities must meet, such as the Renewable
Portfolio Standards in many states.

Accountability. We apply rigor in measuring and tracking our energy supply resources, and use third-party registries such as WREGIS
and NC-RETS, certification programs such as Green-e Energy, and contractual provisions to ensure that all renewable energy supplied
to Apple is supplied only to Apple. When needed, we work with industry partners and governmental entities to create such systems.

Your grid is our grid.

When it is not feasible to power our facilities with onsite renewable energy, we match our load with renewable energy generated by
either Apple-owned projects or third-party projects. We put the clean energy we generate onto the local grid, displacing the more
polluting forms of energy.

The best way to think about it is like a bank: You can deposit $20 in one bank branch, then go to another branch and withdraw $20.
Renewable energy works in a similar way. And Apple’s renewable energy approach goes a step further to make sure we “deposit”
on the same grid as the energy we are “withdrawing.”
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We are also changing how we design our stores to be better for the planet. For example,
our latest store design is 40 percent more energy efficient and uses 30 percent less
water than our previous design. We're also bringing the outside in, through mixed-
mode natural ventilation and biophilic design, where available and appropriate. In late
2015, our Mall of the Emirates store in Dubai received LEED Platinum certification.

Our Mall of the Emirates store in Dubai was designed with environmental features that earned the building LEED Platinum certification from the U.S. Green Building Council.

Home green home.

The new Apple campus in Cupertino will be the most energy-efficient building of its
kind. We're recycling or reusing over 95 percent of the material from the demolished
buildings at the site, by finding ways to repurpose virtually every piece of concrete,
glass, and steel.

The building will be powered by 100 percent renewable energy, generated by 4 mega-
watts of baseload biogas fuel cells and 16 megawatts of rooftop solar—one of the
largest onsite corporate solar energy installations in the world. When additional energy
is needed, it will come from a 130-megawatt solar project in Monterey County thanks
to Apple’s power purchase agreement with First Solar. The site is designed as a micro-
grid—which allows Apple to disconnect from the local grid and power the campus
autonomously when grid power goes down, providing energy resiliency. To support
the micro-grid design, the onsite solar energy production will be augmented with
biogas fuel cells and battery storage. And air will flow freely between the inside and
outside of the building, providing natural ventilation for 75 percent of the year, with
highly efficient radiant heating and cooling the remainder of the year.

The building itself is only part of the story. About 80 percent of the site will be open
space, populated by more than 8000 trees, which includes over 7000 newly planted
shade and fruit trees. Virtually all plants used throughout the landscape are drought-
tolerant to minimize freshwater use. We're also reclaiming as much rainwater as we can,
and 157,000 gallons of recycled water from the city of Sunnyvale’s recycling facility will
be used for the majority of our landscaping water needs at the new campus. By invest-
ing in recycled water, we are helping to ease the demand for freshwater in Cupertino.
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metric tons COze

metric tons COe/employee

3000

The site will be populated by over
8000 trees, including more than 7000
newly planted shade and fruit trees.

Travel Emissions

180,000

45,000

FY12 FY13 FY14 FY15

Travel Emissions per Employee

1.80

FY12 FY13 FY14 FY15

@ Business Fleet Vehicles (Scope 1)
@ Employee Commute (Scope 3)
Business Travel (Scope 3)

Getting to and from the new campus will be greener, too. We're expanding our
commute alternatives program by 20 percent. This means that over a third of

our employees in the area can commute to our existing and new campuses using

our biofuel buses, public transit, bicycles, carpools, and their own two feet. And for
drivers, we'll have over 1000 electric vehicle charging stations. When completed,

Apple Campus 2 will be an ever-present reminder of our commitment to sustainability
and an example of what every corporate campus can be.

100%

Apple Campus 2 will be powered by
100 percent renewable energy.

We're lessening our impact when we
commute or hit the road.

As we shrink the carbon footprint of Apple’s facilities, we're also continuing to

look for ways to reduce carbon emissions from business fleet vehicles, employee
commute, and business travel. Those emissions grew in fiscal year 2015 primarily
because our employee count increased by 14 percent in the same period, and
because long-distance business travel increased. We offer our United States
employees a transit subsidy of up to US$100 per month, and at our Cupertino

and surrounding Santa Clara Valley campus, we offer free coach buses to commute
to and from our corporate offices. In fiscal year 2015, use of these coach buses
increased by close to 19 percent. And we're seeing the difference this is making: In
fiscal year 2015, our emissions per employee dropped for the fourth year in a row;
they have decreased by close to 30 percent since fiscal year 2012. And to encourage
electric vehicle use, we also offer our employees over 550 electric vehicle charging
ports, at no cost—an increase of 67 percent compared to last year—and we continue
to add more to meet increased demand.
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We're participating in the U.S. Environmental
Protection Agency’s SmartWay Program to
find more ways to improve fuel efficiency
and reduce greenhouse gases and air pollu-
tion from the transportation supply chain.

Transportation

Reducing our carbon emissions by air and sea.

Transporting hundreds of millions of products uses a lot of energy. Our logistics team
is focused on reducing our carbon footprint in this area. That includes looking for
opportunities to make air and ocean shipping more efficient so they use less fuel.
And because we're working to make our devices lighter and the packaging smaller,
we're cutting down on emissions no matter how our products are delivered.

We are also looking at ways beyond just shipping to reduce our product transportation
impacts—like our boxes. We're reviewing our box sizing, material selection, recycled
content, and even our packing slips, to see where we can be more material efficient. We
use distribution centers across the world to act as transportation hubs for our products.
While we don't own these facilities, we believe they should have as small a footprint as
possible. So we're collecting data on their energy use, carbon emissions, waste genera-
tion, and waste diversion from landfill, to identify where there may be opportunities

for improvement.

Recycling

Recycling counts toward our footprint, too.

Unlike many of our competitors, we include all the energy used to recycle our products
in our carbon footprint. So whenever possible, we recycle our products in the region
where they're collected, reducing the carbon emissions associated with shipping. When
we have to ship, we do it responsibly. Because we work closely with all our recyclers
and with vetted facilities, nothing is dumped unsafely in developing countries, which is
a common problem in our industry.

Recycling is also good for reducing global carbon emissions. Fewer carbon emissions
are created by recycling materials such as aluminum than by mining and smelting
new materials. Whoever uses the recycled material can count the carbon savings
against their footprint, so we don’t double-count it against ours.
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Liam is a line of robots that disassembles iPhone 6 into individual components, making it easier to recover finite resources such as aluminum, gold, and cobalt.

Resources
’ f |
(/ We can't manufacture natural resources. So
% we invent ways to make the most of them.
We want to make sure we're protecting and creating more sustainable forest than
E | we're using. It's part of our larger goal to minimize the materials we take from the

earth. We're measuring our water footprint and finding ways to reduce or reuse water
We designed a line of robots that can wherever we can. And none of the waste from any of our iPhone and Apple Watch final
take apart up to 1.2 million phones a year. assembly sites ends up in a landfill.> We also created Apple Renew—a program that
Meet Liam. lets you recycle any Apple device at an Apple Store.

Reuse & Recycling

One of the best ways to use a resource is to
reuse it.

’ We work hard to keep electronic devices out of landfills so that the precious resources
they contain can be reused. And we want to ensure that these devices are recycled
. _ properly so they don’t pose a threat to human health or the environment. That's why
7 we've developed recycling collection events, take-back initiatives, and efforts like Apple
o Renew, a global program that lets you bring used Apple devices to any Apple Store
for reuse or responsible recycling. We're also working with over 160 recyclers around
Recycle your Apple device at any Apple Store the world, whose facilities we hold to rigorous standards of environmental compliance,
o request a prepaid shipping label online health and safety, and social responsibility. Through our efforts, we've kept more than
and send it to us. 597 million pounds of equipment out of landfills since 1994. In 2015, we collected nearly
90 million pounds of e-waste through our recycling programs. That's 71 percent of the
total weight of the products we sold seven years earlier.

Apple Renew

Learn more >
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Office Waste
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Waste, recycling, and compost data is
collected or estimated for all Apple facilities,
including Apple Retail Stores.

Amount of material recovered for reuse through
take-back initiatives in 2015

01,35/,800:

Steel 23,101,000 Plastics 13,422,360 Glass 11,945,680 Aluminum 4,518,200 Copper 2,953,360 Cobalt 189,544

Nickel 39,672 Lead 44,080 Zinc 130,036 Tin 4408 Silver 6612 Gold 2204

We also see a huge opportunity to improve the way we reclaim finite resources

from our products. Existing recycling techniques, like shredding, only recover a few
kinds of materials and often diminish their quality. So we invented Liam, a line of
robots designed to disassemble 1.2 million phones a year, sorting all their high-quality
components and reducing the need to mine more resources from the earth. Liam
prototypes are operating in California and the Netherlands. It's an experiment in recy-
cling technology, and we hope this kind of thinking will inspire others in our industry.

Additionally, we're committed to making sure all the waste created by our final assem-
bly facilities and by us is reused, recycled, composted, or, when necessary, converted
into energy. It's an ambitious goal that requires collaboration among multiple Apple
teams, local governments, and specialty recyclers, but we've already seen great success.
In 2015, our facility in Cork, Ireland, was the first outside North America to receive UL's
Zero Waste to Landfill validation. In 2016, our final assembly sites, Foxconn Guanlan and
Foxconn Taiyuan, were the first to receive this validation in China, and all our remaining
iPhone and Apple Watch final assembly sites are on track to do the same before 20175
And most recently, all our stores worldwide have initiated zero waste programs.

We found that our final assembly supplier facilities were already diverting on aver-

age 70 percent of the waste generated from manufacturing, cafeterias, and employee
support facilities. The challenge was to address the remaining 30 percent—the small,
low- or no-value, mixed waste materials that most recyclers will not accept. We worked
closely with our suppliers to find innovative ways to reduce, recycle, eliminate, or incin-
erate this waste for energy recovery. For example, at many of our iPhone and Apple
Watch final assembly facilities, we implemented waste sorting on the line to separate
previously landfilled recyclable waste. We also implemented a component tray reuse
program for iPhone, allowing single-use trays to flow through the supply chain mul-
tiple times. At other sites, suppliers established waste reduction campaigns and worked
with local recyclers to process materials not previously accepted. In response to this
program, all iPhone and Apple Watch final assembly suppliers now have “zero waste”
or “green” teams to support this program and other environmental improvements.

At our corporate offices and retail stores, wherever possible we've created robust
recycling and composting programs to minimize the environmental impact of the
waste we produce. In fiscal year 2015, we generated approximately 13.1 million pounds
of waste, and diverted over 22.5 million pounds of materials from landfill through
recycling and composting. Our rate of landfill diversion was 63 percent, compared

with 68 percent in fiscal year 2014. We are working to improve our landfill diversion rate
through a variety of actions, including expanding composting at our corporate
campuses, and initiating zero waste at our more than 470 retail stores.
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Apple disposes of hazardous waste responsibly. We complete regular audits of the
Transportation, Disposal, and Storage Facilities (TSDF), where the hazardous waste

is ultimately sent to be treated, incinerated, or recycled. Only facilities we audit and
approve are allowed to accept and treat the hazardous waste we generate, which was
1 million pounds in fiscal year 2015 (mostly from research and development), or less
than 8 percent of our total waste. We take this commitment seriously: If the TSDFs do
not meet our strict standards for environment, health, safety, and waste management
protocols, we switch facilities.

Water Conservation

Every molecule of water we use matters.

We're constantly working to minimize our water use, so we monitor it within our
cooling, landscaping, and sanitation processes and at our manufacturing sites. Then
we develop targeted ways to reduce it. That includes creating cooling systems in our
data centers that can reuse water up to 35 times. Or, for facilities in drier climates,
installing intelligent irrigation systems that monitor weather and deploy water only
when needed.

In 2015, we started collecting even more sophisticated data to help strengthen our con-
servation strategy. We've begun to measure the water it takes to manufacture each of
our products, starting with iPhone. And now we're identifying the high-, medium-, and
low-scarcity areas where we use water, so we can focus our efforts where they matter
most.

When we began to measure the water consumption footprint of iPhone, we learned
that the story was similar to our product carbon footprint: the vast majority is during
the manufacturing phase. This is primarily due to water consumed in energy pro-
duction, such as for oil extraction, distillation, and processing, as well as non-energy
sources, such as process water consumed during metals processing. That’s why we are
focusing on reducing water consumption in our supply chain, primarily through our
supplier clean water and clean energy programs.
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Supplier Clean Water Program

The water we use to manufacture our products has a direct effect on the communities
in which we operate. We launched the Clean Water Program in 2013 to reduce the use
of freshwater in our suppliers’ processes. Through 2015, 73 supplier facilities have joined
our Clean Water Program—so we can help them improve their water and wastewater
management systems, and reduce freshwater use. Through baseline assessments, per-
formance evaluations, technical support, and training, we helped these facilities save
more than 3.8 billion gallons of freshwater. We're also focused on reuse of treated waste-
water and have achieved an average wastewater reuse rate of 36 percent across these
facilities. To ensure our efforts impact areas of greatest need, we prioritize

facilities by evaluating water use data, reviewing product life cycle water consumption
data to identify water-intensive component suppliers, and mapping that data to
water-stressed geographies.

Supplier Clean Energy Program

Of the production water consumption, over 70 percent is associated with electricity
generation needed to power our suppliers’ facilities. We know that water consumption
varies by energy technology, and that renewable energy sources such as solar PV and
wind energy are less water-intensive than conventional forms of energy such as natural
gas, coal, or nuclear. Understanding this will help us make decisions, wherever possible,
that result in both low-carbon and low-water sources of energy.

Conserving water where it matters most.

To meet the water needs of our offices, data centers, and retail stores across the
world, Apple used 573 million gallons of water in fiscal year 2015, which represented

a 16 percent increase from fiscal year 2014. This increase is driven primarily by growth,
as well as increasing cooling needs at our data centers, and we are focusing our water
usage reduction efforts on these facilities.

Facilities Water Use Corporate Water
Use per Employee

300 7161 7158

million gallons

FY12 FY13 FY14 FY15 FY12 FY13 FY14 FY15

@ Data Centers
@ Retail
Corporate

@ Gallons per Employee

We calculate our corporate water use for our data centers, retail stores, and corporate offices.
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@35x

We've created cooling systems for our data
centers that can reuse water up to 35 times.

We have targeted water-conservation efforts at our corporate facilities, especially in
Cupertino and surrounding Santa Clara Valley, California, where our headquarters are
located—an area experiencing significant drought. We are installing high-definition
flow sensors and sub-meters in our landscaping to better understand and reduce our
irrigation needs. In 2015, we converted approximately 120,000 square feet of previously
grass lawns to drought-tolerant landscape, translating to estimated water savings of up
to 6 million gallons per year—enough water to fill nine Olympic-size swimming pools.
We also planted throughout Apple’s headquarters over 167,000 California native plants,
which are adapted to the local climate and require less water. To tackle water use in
research and development facilities, we are beginning to retrofit laboratory equipment
to recycle process water, already saving approximately 2.25 million gallons annually
from two sites alone. As a result of these conservation efforts, our corporate water use
per employee declined by 25 percent since fiscal year 2013.

At our existing and planned data centers, we will be expanding our efforts to use
non-water-intensive cooling technology, recycle water where we can, and reduce with-
drawals from the local watersheds. Our Maiden, North Carolina, data center employs

an innovative cooling system that reuses water 35 times, resulting in a 20 percent reduc-
tion in overall water consumption at the data center. We are also building our newer
data centers in locations that can rely heavily on outdoor air for cooling.

The impact of water usage varies greatly depending on the watershed conditions
where the resource is being used. So we've continued to look at more sophisticated
ways to measure and analyze our water use. The profile of water use at our data
centers, corporate offices, manufacturing sites, and retail stores differs significantly
depending on the climate and nature of activities. We have begun to map those
operations against indicators of water risk, which include water scarcity, business risk,
and habitat and livelihood impact to the basins in which we operate. This analysis
will help prioritize our conservation efforts across our operations.

FY2015 Water Use by Risk Level

80% @ Low

@ Low-Medium
@® Medium-High
High

0%

Data Centers Corporate Offices Retail Stores
166M 296M 1M
Gallons of H,0O Gallons of H,0O Gallons of H,0O

We mapped our water use to different levels of water risk (as defined by WRI's Aqueduct tool)
across the world to understand where we should be focusing our conservation efforts. Water risk
takes into consideration water availability, water quality, and regulatory risks at a localized level.

Source: World Resources Institute (WRI) Aqueduct, www.wri.org/our-work/project/aqueduct
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All our suppliers must adhere to our
Apple Sustainable Fiber Specification.

Learn more >

Reducing carbon emissions helps the planet
in more ways than one.

Our move to 100 percent renewable energy has conserved a lot of water. That's
because traditional fossil-fuel sources of energy consume a substantial amount of
water. Water is consumed during fuel extraction, refining and processing, and often
during power generation. For example, cooling fossil fuel-based power plants requires
large quantities of water. By contrast, many renewable energy generation technologies
don't rely on combustion processes, so they use much less or no water to generate
electricity.

In California alone, where the electricity our operations use is sourced from 100 percent
renewable energy—primarily wind—we avoided over 135 million gallons of water
consumption in fiscal year 2015. And globally, our use of 93 percent renewable energy
avoided over 566 million gallons of water consumption in fiscal year 2015.6

Forestry
We're not just protecting forests.
We're protecting generations of them.

Forests provide wood fiber for the paper we use in our packaging. They also clean our
air, purify our water, and shelter our wildlife. So we work hard to minimize our impact
by sourcing paper responsibly and using it as efficiently as possible. But that’s not
enough. The world’s forests still face widespread destruction due to illegal logging,
poor management, and aggressive land development. That's why we're determined to
protect and create enough responsibly managed forests around the world to cover all
our packaging needs and produce fiber for generations.”
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FY2015 Fiber Footprint
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Our 2015 footprint captures all paper used

to package and ship products, as well as all
in-box papers and paper retail bags that we
used for Apple Watch. It also accounts for fiber
losses during the paper production process.

Note: Due to rounding, total of percentages doesn’t
add up to 100.

=

U.S. retail packaging of iPhone 6s is 20 percent
lighter and consumes 34 percent less volume
than the first-generation iPhone packaging.

Retail packaging for iPad Pro uses a minimum
of 38 percent post-consumer recycled content.

The 21.5-inch iMac retail packaging consumes
53 percent less volume and weighs 35 percent
less than the original 15-inch iMac packaging.

How we're reducing our impact.

Using paper more efficiently.

We look for ways to make our packaging smaller, we're creating technologies that
use paper more efficiently, and we use recycled paper whenever we can. In fact, in
fiscal year 2015, more than 60 percent of the paper used in our packaging was made
of recycled wood fiber.

Sourcing virgin paper responsibly.

When we use virgin paper in our packaging, our suppliers must source it from sustain-

ably managed forests or controlled wood sources. And we conduct regular audits to

ensure that they adhere to our specifications. In fiscal year 2015, over 99 percent of the

virgin paper used in our packaging met these requirements.

Protecting sustainable forests.

We continue to protect and create sustainable working forests because, when properly

managed, they can provide abundant resources for a long time.

In partnership with The Conservation Fund, we've protected 36,000 acres of sustainable
forest in North Carolina and Maine and responsibly harvested more than 13,000 metric

tons of wood. The 3600-acre forest we're protecting in North Carolina will connect to

the 17000-acre Green Swamp Preserve, improving biodiversity and connectivity for wild-
life in the area. A natural resource assessment commissioned by The Conservation Fund

found six rare species,8 including the Venus flytrap (carnivorous plant), present in the

Brunswick Forest. As of February 2016, The Conservation Fund had planted 185,000 trees

across 300 acres, including 40 acres of native longleaf pine and Atlantic white cedar,

which provide a home for the rare Hessel’s hairstreak butterfly. The property is currently

being managed as a working forest under the standards of the Sustainable Forestry
Initiative (SFI).

In Maine, we're protecting more than 32,400 acres of forest, which includes wetlands
and upland forest that are important for numerous wildlife species in Maine’s iconic
North Woods. This project adds to more than a million acres of conserved lands and
interconnected forest habitat that stretch into Canada. The Conservation Fund is
working with the Forest Society of Maine to better understand the presence and

ecological significance of rare and threatened plants and animals. So far, investigations
have identified two species of mussel, wood turtle, and the elusive Canada lynx on the

property.

The collective annual production from the Reed and Brunswick forests is equivalent
to about 30 percent of the virgin fiber used in our product packaging, compared with

nearly 50 percent in 2014.9 Our project with The Conservation Fund is just as productive

as we originally estimated, but Apple’s fiber footprint has grown. That's attributable to

increased product sales, resulting in more packaging used, and an improved methodol-

ogy that now accounts for all Apple products, not just a subset.

We remain committed to protecting—and creating—as much sustainable working
forest as is needed to produce the paper in our product packaging.” And we expect
that our latest effort in China with World Wildlife Fund, our most ambitious yet, will
get us significantly closer.
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To ensure that it can stand up to repeated
use, the MacBook keyboard is tested with
millions of clicks.

The five-year WWF pilot project aims to transition up to 1 million acres of forest, across
five southern provinces, into responsible management by 2020.1© WWF's work has three
primary components:

1. Increase responsible management of working forests in China—by creating up to
300,000 acres of Forest Stewardship Council (FSC)—certified forests, and up to 700,000
acres of forests under improved management.

2. Improve China’s policy framework to encourage responsible forest management.
3. Establish long-term market incentives in China for responsibly sourced paper.

Since launching the project in 2015, WWF has signed up forestry companies that are
committed to certifying nearly 150,000 acres to the FSC standard and an additional
190,000 acres under improved management. Once certified, these forests will make a
major contribution toward Apple’s goal of protecting and creating enough responsibly
managed forests around the world to cover all our packaging needs. If successful, this
project can shift the dynamics of the world’s paper market in both the short and long
term, and in the process protect some of the world’s most important forests.

Product Design

A durable device is a greener device.

When products can be used longer, fewer resources need to be extracted from the
earth to make new ones. So we assess all our products in our Reliability Testing Lab,
using custom, comprehensive measures. And we release regular software updates

that keep our products current and reduce how often they need to be replaced.
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Safer Materials

We have three really good reasons to remove
toxins from our products. You, our workers,
and the planet.

For years, we've led the electronics industry in removing toxins from devices. This past
year, we started a Full Material Disclosure program, which will show us the chemical
composition of every material in every component of our products. It also makes us
even better at reducing or removing toxins. And once we figure out how to remove a
toxin from a device or a manufacturing process, we use extensive testing to make sure
it stays out.

We've analyzed over 10,000 parts. And that's
just the beginning.

Our Full Material Disclosure program seeks to identify all the substances we use in all
the parts we use. We've already looked at more than 10,000 individual components,
and we get data on more parts every day. We assess the different chemicals in those
components using 18 different criteria. This helps us understand their effect on our
health and on the environment. If we do find an unacceptable risk, we then seek
alternatives or ban the substance altogether.

We start this process early in the design and manufacturing phases so we can take
appropriate actions to remove or replace hazardous chemicals. In some cases, few
replacements are readily available so we work with our suppliers to find substitutions—
or switch to another supplier that uses safer materials. If there is no replacement for
the substance, we work with our design teams to explore how to eliminate the need
for that substance.
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It took us four years to remove polyvinyl chloride, or PVC, from our power cords and
headphone cables. We tested dozens of formulations until we finally found the right
blend of durability, safety, and environmental performance in our PVC replacement
materials: nonchlorinated and nonbrominated thermoplastic elastomers.

The worst toxins and what we've done
about them.

After we identify toxins in our products, we reduce them, remove them, or develop
new materials that are safer. These efforts also remove toxins from our manufacturing
and recycling processes, which protects workers and keeps pollutants out of the land,
air, and water.

Beryllium Mercury

Found in copper alloys used to make Eliminated in 2009. We use energy-efficient,
connectors and springs. All new products mercury-free LEDs instead of mercury-based
are designed without the use of beryllium. fluorescent lamps in all our displays.

Lead Arsenic

We completely phased lead out of our Traditionally used in glass. Our display
display glass and solder in 2006. glass has been arsenic-free since 2008.

PVC and Phthalates Brominated Flame Retardants (BFRs)

Both are still used by other companies Eliminated from thousands of parts such as
in power cords and headphone cables. enclosures, circuit boards, and connectors
We have replaced PVC and phthalates in 2008. We use safer metal hydroxides and
with thermoplastic elastomers. phosphorus compounds in their place.
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We double-check our work.

The standards we set for our suppliers go far beyond what's required by law. Our
toxicologists rigorously analyze the safety of materials our suppliers use by looking at
data from our own Environmental Testing Lab. The lab runs tests such as inductively
coupled plasma mass spectrometry, X-ray fluorescence spectroscopy, laser-induced
breakdown spectroscopy, and ion or gas chromatography. If we find an issue, we

All our suppliers must adhere to our work with the supplier to correct it. Since creating our Cupertino Environmental
Apple Regulated Substances Specification. Testing Lab in 2006, we've grown it to 20 times its original size, and have regularly
updated it with state-of-the-art equipment. We've also been building out testing labs
at our manufacturing facilities in China to test and validate products throughout the
manufacturing process.

Learn more >

i ]
2k
B

Our Environmental Testing Lab in Cupertino, California, enables us to test products for compliance with our Regulated Substances Specification.

We can do a lot. But we cant do it alone.

We want insights and ideas from those who share our commitment to removing
toxins. So, we formed our own Green Chemistry Advisory Board made up of some of
the world’s leading toxicologists, researchers, and academics. They help us identify
innovative ways to minimize or eliminate toxins from our supply chain. And we're
allowing the advisory board members to use our data to develop and publish research,
which we hope will advance the use of safer chemistry, materials, and processes in

all industries.

We also invite experts from around the world to meet with leaders at Apple and we
seek out the best ideas and insights from top NGOs. In 2015, we worked with Ceres to
convene a roundtable meeting with United States—based and international NGOs to
gather feedback on our toxins work. By working with organizations that share Apple’s
focus and commitment to the elimination of toxics, we believe that we will achieve
better, faster results that will have greater impact across the world.
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We're better together

At Apple, we believe that innovation can happen anywhere and great ideas can

come from anyone. That's why we engage with diverse stakeholders. Regular dialogue
with NGOs, university researchers, industry experts, investors, policy makers, and our
customers provides us with a different lens through which to view our work.

We engage to develop a better understanding of emerging issues, to gain additional
expertise in key areas, and to identify potential partnerships for future projects. Through
these formal and informal conversations, we can gather feedback that shapes our think-
ing and planning.

We approach stakeholder engagements strategically, working with organizations and
associations to generate meaningful information exchanges. Some updates from fiscal
year 2015 include:

« Memberships, such as:

— Ellen MacArthur Foundation CE100, a global platform of companies and innovators
focused on accelerating the transition to a circular economy.

— Corporate Eco Forum, an organization that facilitates the exchange of best practices
and the sharing of insights from business leaders across various sectors, with the
goal of accelerating sustainable innovation.

— World Business Council for Sustainable Development (WBCSD), which provides a
forum to engage with like-minded organizations to identify pathways to a sustain-
able future for business, society, and the environment.

— Advanced Energy Economy (AEE), an association working to support the long-term
success of the advanced energy industry nationwide, to ensure that the energy we
all use is secure, clean, and affordable.

+ Our CEQ, Tim Cook, sits on the Paulson Institute’s CEO Council for Sustainable
Urbanization, working with other CEOs of top Chinese and Western companies to
advance sustainability in China.

+ We formed our own Green Chemistry Advisory Board, made up of some of the world’s
leading toxicologists, researchers, and academics, to help us identify innovative ways
to minimize or eliminate toxins from our supply chain.

« We're part of the Ceres Company Network, a coalition of companies and investors
working together to integrate sustainability into their core strategies. In partnership
with Ceres, we hosted a roundtable meeting with United States-based and interna-
tional NGOs with a focus on our safer-materials strategy.

+ Through our work with The Conservation Fund, we're permanently protecting more
than 36,000 acres of working forest in the eastern United States.

+ Our project with World Wildlife Fund will significantly increase the amount of
responsibly managed forest by protecting as many as 1 million acres across China.
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Appendix A

Apple’s Operations: Environmental Data

Facilities Environmental Key Performance Indicators (Page 29)
Scopes 1 & 2 Building Carbon Emissions (Pages 30-31)

Fiscal Year 2015 Natural Gas and Electricity Use (Page 32)
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Facilities Environmental Key Performance

Indicators

The following table provides an overview of environmental key performance indica-
tors relating to Apple’s facilities—our data centers, corporate offices that house nearly

55,000 employees, and more than 475 Apple Retail Stores around the world.

Fiscal Year
KPI Unit
2015 2014 2013 2012
Scope 1 (effective) 28,100 28,490 29,300 21,220
Natural gas 19,360" 20,710 22,090 14,300
Fleet vehicles 8740 7780 7210 6920
Greenhouse Gas Scope 2 (effective) metric tons COze 42,460 63,210 91,510 139,160
Scope 3 312,910 259,130 225,630 202,060
Business travel 139,940? 110,940 90,948 85,090
Employee commute 172,970 148,190 134,685 116,970
Electricity 996 839 708 608°
u.s. million kWh 831 7024 590 .
International 166 137 18 —
Energy Use
Natural gas 851,660 922,860 764,550 304,000
us. million btu 794,830 840,490 676,630 240,230
International 56,830 82,370 87920 63,770
kWh/year 6,711,510 4,470,180 14,405,580 7,653,190
Additional annual savings
Energy Efficiency due to implemented energy
efficiency measures since 2011
million btu/year 72,410 34,420 193,480 379,350
Renewable energy sourcing® % 93 87 73 60
Renewable energy sourced million kWh 916 703 522 294
Renewable Energy
Emissions avoided as aresultof | o606 362,410 282,990 213,770 118,090
renewable energy sourcing
Total 573 494 430 345
Data centers 166 13 69 57
Water Use million gallons
Retail m 103 94 7
Corporate 296 278 267 217
Landfilled 13,110,880 6,833,000 5,923,810 4,850,160
Recycled g 19,599,570 14,621,940 15,866,650 11,464,020
pounds
Waste Generation Composted 3,006,170° —6 — —
Hazardous waste 1,002,300 508,040 70,550 123,460
Landfill diversion rate % 63 68 73 70

Notes: Apple’s fiscal year begins approximately October 1 each year.

Numbers are rounded.

TIn fiscal year 2015, we adjusted our methodology to better reflect locations where natural gas is used. We estimate natural gas usage in offices and retail stores where we are not billed based
on usage (e.g., leased office space or retail stores within malls). This more accurate methodology resulted in a decrease in emissions in fiscal year 2015.

2In fiscal year 2015, we adjusted our methodology to reflect actual travel instead of booked travel. Using this more accurate methodology revealed overestimates for previous years.

30nly total electricity usage data was available for fiscal year 2012.

4Not included in this figure is a facility in Mesa, Arizona, which Apple owned in fiscal year 2014, but was operated by a supplier. It generated 282 million kilowatt-hours of electricity—
100 percent of which was covered by our renewable energy program. The facility was removed from operation in fiscal year 2015.

5We calculate our progress toward 100 percent renewable energy on a calendar year basis. In calendar year 2015, we used 1048 million kilowatt-hours electricity and 977 million kilowatt-hours

in renewable electricity.

6Prior to fiscal year 2015, composted quantities were reported as part of the “recycled” figure.
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Scopes 1 & 2 Building Carbon Emissions

(metric tons CO»e)

Scope 1 Scope 2

Location Default Utility Emissions* Apple Emissions Default Utility Emissions* Apple Emissions
(incl. Renewable Energy) (incl. Renewable Energy)

Corporate 14,425 12,656 82,183 59,516
Cupertino, CA 1,007 9238 39,428 39,428
Elk Grove, CA 556 556 7930 0
Austin, TX 45 45 10,139 0
Other US. 564 564 2141 2141
Cork, Ireland 804 804 4598 0
Singapore — — 3243 3243
China — — 280 280
Other International 1449 1449 14,424 14,424
Data centers 0 0 51,651 28,988
Maiden, NC 0 0 22,663 0
Newark, CA 0 0 28,988 28,988
Retail stores 2600 2600 65,769 65,769
Domestic (U.S.) 746 746 — —
International 1854 1854 — —
Totals 17,025 15,256 199,603 154,273
Corporate 13,160 11,343 84,611 48,215
Cupertino, CA 10,949 9132 39,457 25,450
Elk Grove, CA 560 560 6952 0
Austin, TX 59 59 10,635 0
Other US. 237 237 4265 4265
Cork, Ireland 715 715 4801 0
Singapore 32 32 4946 4946
China — — 1049 1049
Other International 609 609 12,505 12,505
Data centers 146 146 87,732 7664
Maiden, NC 146 146 52,977 0
Newark, CA 0 0 33,492 7664
Prineville, OR 0 0 1263 0
Retail stores 2812 2812 83,285 83,285
Domestic (U.S.) 787 787 — —
International 2025 2025 — —
Totals 16,118 14,301 255,628 139,164
Corporate 15,21 13,727 85,354 17,503
Cupertino, CA 12,231 10,747 43,116 0
Elk Grove, CA 509 509 4400 0
Austin, TX 83 83 12,162 0
Other US. 337 337 2463 0
Cork, Ireland 743 743 5320 0
Singapore 50 50 5826 5826
China 390 390 7490 7490
Other International 868 868 4578 487
Data centers 19,360 2201 123,855 0
Maiden, NC 19,360 2201 75,836 0
Newark, CA 0 0 36,959 0
Prineville, OR 0 0 9965 0
Reno, NV 0 0 1095 0
Retail stores 6158 6158 77,425 74,002
Domestic (U.S.) 3548 3548 44,606 44,606
International 2610 2610 32,819 29,397
Totals 40,729 22,086 286,634 91,505
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Scope 1

Scope 2

Apple Emissions

Apple Emissions

Location Default Utility Emissions* T B Default Utility Emissions* el P Fre
Corporate 16,716 15,335 86,842 21,555
Cupertino, CA 14,310 12,929 36,496 0

Elk Grove, CA an am 2516 0
Austin, TX 148 148 15,149 0
Other U.S. n5 15 2270 0
Cork, Ireland 1000 1000 7678 0
Singapore 51 51 6852 6852
China 385 385 8577 8577
Other International 296 296 7304 6126
Data centers 26,854 18 148,320 0
Maiden, NC 26,835 0 92,306 0
Newark, CA 0 0 38,278 0
Prineville, OR 18 18 10,392 0
Reno, NV 0 0 7344 0
Retail stores 5355 5355 82,770 41,658
Domestic (U.S.) 2812 2812 45,041 11,036
International 2543 2543 37729 30,662
Totals 48,924 20,708 317,932 63,213

Corporate 16,960 15,423 106,134 19,564
Cupertino, CA 14,792 13,256 42,074 0

Elk Grove, CA 369 369 3279 0
Austin, TX 233 233 20,874 0
Other U.S. 121 121 2715 0
Cork, Ireland 892 892 6227 0
Singapore 0 0 5310 3767
China n7z n7 9050 2201
Other International 435 435 16,605 13,596
Data centers 24,543 136 186,586 0
Maiden, NC 24,530 123 99,907 0
Newark, CA 0 0 26,519 0
Prineville, OR 13 13 39,507 0
Reno, NV 0 0 20,653 0
Retail stores 3800 3800 86,070 22,893
Domestic (U.S.) 2269 2269 42,543 0
International 1531 1531 43,527 22,893
Totals 45,303 19,359 378,790 42,457

Notes: Apple’s fiscal year begins approximately October 1 each year.

Scope 1 emissions result from natural gas use for facilities, and gasoline use for fleet vehicles. As is typical, these emissions are tracked separately from our 100 percent renewable energy claim.

Scope 2 emissions result from electricity use for facilities. In addition, in fiscal year 2014, Apple owned a facility in Mesa, Arizona, that was operated by a supplier, which had default grid emissions of 151,279 tons

CO2e and effective emissions of 0 tons COze in fiscal year 2014. It was removed from operation in fiscal year 2015.

— = Energy source not yet online.

*Default Utility Emissions are based on utility-scale and regional default grid emission factors (using the most granular data set available).

Environmental Responsibility Report | 2016 Progress Report, Covering FY2015 31



Fiscal Year 2015 Natural Gas and Electricity Use

The chart below provides a detailed breakdown of fiscal year 2015 energy use, which is
used to calculate our carbon emissions.

Fiscal Year 2015
Natural Gas Electricity

Location Total Gas Renewable Biogas Total Electricity Renewable Electricity

(mmBTU) (mmBTU) (million kWh) (million kWh)
Corporate 318,842 29,027 348 315
Cupertino, CA 278,092 29,027 217 217
Elk Grove, CA 6928 0 13 13
Austin, TX 4385 0 40 40
Other U.S. 2290 0 7 7
Cork, Ireland 16,771 0 14 14
Singapore 0 0 12 5
China 2197 0 n 8
Other International 8179 0 34 n
Data centers 461,388 461,145 455 455
Maiden, NC 461,145 461,145 218 218
Newark, CA 0 0 137 137
Prineville, OR 243 0 54 54
Reno, NV 0 0 46 46
Retail stores 71,437 0 194 146
Domestic (U.S.) 41,750 0 99 99
International 29,687 0 95 47
Totals 851,667 490,171 997 916
Percent Renewable 58% 92%

Note: Apple uses third-party colocation facilities for additional data center capacity. In fiscal year 2015, these facilities used 143 million kilowatt-hours of electricity, of which 85 percent was covered by
renewable energy (see Appendix B for additional energy and emissions information).
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Solar + Biogas Fuel Cells

Appendix B

Data Center Energy Supplement

Maiden, North Carolina

On any given day, between 60 and 100 percent of our Maiden data center’s energy
use is generated through 68 megawatts of Apple projects: two 20-megawatt solar
arrays, an 18-megawatt solar array that came online in October 2015, and 10 megawatts
of biogas fuel cells. In 2015, we took a new approach to support further growth at

our Maiden data center: We partnered with the local utility, Duke Energy, to build five
solar PV projects through Duke Energy’s Green Source Rider program. These solar PV
projects, which began coming online in October 2015 to support our Maiden data
center, were Duke’s first Green Source Rider projects to become operational. We
worked with Duke Energy for several years to develop this green energy tariff option,
which allowed Apple and Duke Energy to work together to develop new renewable
energy projects. Apple’s Maiden data center was the first facility to begin benefiting
from renewable energy through this program. The five projects have a combined peak
capacity of 20 megawatts. All told, Apple’s data center will be supported by projects
that generate 244 million kilowatt-hours of renewable energy a year, which is equiva-
lent to the energy used by over 17900 North Carolina homes.*

Among Maiden’s energy efficiency features is the use of outside air cooling through a
waterside economizer during night and cool-weather hours, which, along with water
storage, allows the chillers to be turned off more than 75 percent of the time.

Maiden, North Carolina— 100% renewable since opening June 2010

Duke Energy Default Grid Mix Apple Actual Renewable Energy Use

Nuclear 51%  Solar PV Projects 36%
Coal 33%  Biogas Fuel Cells 28%
Other 16%  NC GreenPower (80% solar) 36%
Renewable <1%

2015 Default Emissions 99,907 2015 Effective Emissions 0

(mtons CO2e/year (mtons CO2e/year

From Duke Energy Carolinas 2015 Statistical Actual fiscal year 2015 energy data

Supplement generation data

Resource Advisor generated utility emissions values (utility-specific data).

*Carbon emissions equivalences calculated using U.S. Energy Information Administration, 2013 data:
www.eia.gov/electricity/sales_revenue_price/pdf/table5_a.pdf.
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Wind + Micro-Hydro

Newark, California

Our data center in Newark, California, is powered by 100 percent renewable energy. We
hit this milestone in January 2013, when we began serving the data center with energy
sourced primarily from California wind power. We're acquiring this energy directly from
the wholesale market through California’s Direct Access program. Late this year, when
our 130-megawatt solar project in Monterey County, California, comes online, we'll use
Direct Access to supply power from that project directly to our data center as well as
other Apple facilities in California.

Newark, California— 100% renewable since January 2013

Pacific Gas & Electric Default Grid Mix Apple Actual Renewable Energy Use

Natural Gas 24% Bundled Grid (mostly wind) 63%
Nuclear 21% Grid (mostly wind) 37%
Other/Unspecified 21%

Renewable 34%

2015 Default Emissions 26,519 2015 Effective Emissions 0
(mtons CO2e/year (mtons CO2e/year
www.energy.ca.gov/sb1305/labels/2014_labels/ Actual fiscal year 2015 energy data

all_labels/Pacific_Gas_and_Electric_(PGandE).pdf

Resource Advisor generated utility emissions values (utility-specific data).

Prineville, Oregon

To support our Prineville data center, we built our first two micro-hydro systems

that harness the power of water flowing through local irrigation canals that have

been operating for over 60 years. These micro-hydro projects will generate 12 million
kilowatt-hours of clean, renewable energy a year. To supplement this micro-hydro gen-
eration, we're able to directly access enough local wind energy to power the

entire data center.

Prineville, Oregon—100% renewable since opening May 2012

Pacific Power Default Grid Mix Apple Actual Renewable Energy Use
Coal 61% Oregon Wind 89%
Natual Gas 13% Utility Green 1%
Other 1% Apple’s Micro-Hydro Projects 10%
Renewable 15%

2015 Default Emissions 39,507 2015 Effective Emissions 0
(mtons CO2e/year (mtons CO2e/year
www.pacificpower.net/about/rr/ori.html Actual fiscal year 2015 energy data

from PowerContent—Large Non Residential

Resource Advisor generated utility emissions values (utility-specific data).
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Solar + Geothermal

Reno, Nevada

Unlike competitive energy markets where we've located some of our data centers,
the regulated electricity supply in Nevada did not offer a simple solution for us to
create new renewable energy projects dedicated to our data center. So we created

a partnership with the local utility, NV Energy, to develop our first renewable project:
Fort Churchill Solar PV project. Apple designed, financed, and constructed the project,
and NV Energy operates it and directs all the renewable energy it produces to our
data center. The Fort Churchill Solar PV project uses a new kind of photovoltaic panel
with curved mirrors that concentrate sunlight. The 20-megawatt array has an annual
production capacity of over 43 million kilowatt-hours of clean, renewable energy.

To facilitate further renewable development in Nevada, Apple worked with NV Energy
and the Nevada utility commission to create a green energy option open to all com-
mercial customers that does not require the customer to fund project development
upfront. Thanks to this new option, in late 2015 we announced our second Nevada
solar array, a 50-megawatt project called Boulder City Il that should come online by
end of 2016. We're proud that another Nevada data center operator has also used the
new green energy option, twice.

Reno, Nevada—100% renewable since opening December 2012

NV Energy - North Default Grid Mix Apple Actual Renewable Energy Use
Natural Gas 53% Apple’s Solar PV Projects 29%
Coal 27% Other Solar PV 51%
Other <1% Local Geothermal 20%
Renewable 20%

2015 Default Emissions 20,653 2015 Effective Emissions 0
(mtons CO2e/year (mtons CO2e/year
www.nvenergy.com/bill_inserts/2016/Power_ Actual fiscal year 2015 energy data

Content_Insert_NVE-North_2016-01.pdfl

Resource Advisor generated utility emissions values (utility-specific data).

Athenry, Ireland

Our data center in County Galway, Ireland, will be built on recovered land that was
previously used for commercial lumber. It will provide a forested outdoor education
space for local schools and a walking trail for the community. When it opens in 2017,
the data center will run on 100 percent clean, renewable energy, and will be cooled
by natural ventilation, rather than mechanical air-conditioning, by taking advantage
of the mild Irish climate.

Ireland has one of the strongest coastal wave energy resources of anywhere in the
world. Apple has partnered with the Sustainable Energy Authority of Ireland to sup-
port innovative new ways of capturing wave energy and converting it to renewable
electricity, with Apple agreeing to use electricity generated from new wave energy
technologies to support the Athenry data center.
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Viborg, Denmark

In 2017, we'll open a new data center running on 100 percent renewable energy in
Denmark’s central Jutland region. Due to its proximity to one of Denmark’s largest
electrical substations, the data center won't require any back-up generators, which

typically run on diesel and require periodic testing and burning of fuel. The facility is

designed to capture excess heat from its equipment and conduct it into the local
district heating system to help warm homes in the community. Denmark has a long
tradition of biomass energy generation from agricultural waste products.

Our colocated facilities

The vast majority of our online services are provided by our own data centers; however,
we also use third-party colocation facilities for additional data center capacity. While

we don’t own these shared facilities and use only a portion of their total capacity, we

include our portion of their energy use in our renewable energy goals. Over 85 percent
of our power for colocated facilities is matched with renewable energy generated

within the same state for facilities in the United States, or within the same country for
those around the world. And we will keep working with collocated suppliers to get to
100 percent around the world, including in regions where renewable energy markets

are underdeveloped.

Furthermore, we worked with one of our main suppliers of colocated services to help

it develop the capability to provide renewable energy solutions to its customers. This

partnership serves to advance the renewable energy program of both Apple and those
of other companies that use this colocation provider.

Beyond the use of our own data centers and colocated facilities, we also use third-
party computing services to support some of our on-demand cloud storage-based
services. We encourage and work with these suppliers to adopt a 100 percent

renewable energy strategy for their energy use.

Energy Use and Emissions at Apple’s Colocated Facilities

Renewable Default Utility f\pple.s Emissions - %
Energy Use .. including
Energy Emissions Renewable
(lkwh) (kWh) (metric tons CO2e) renewable energy Ener
(metric tons CO2e) 9
FY20m 42,524 0 12 12 0%
FY2012 | 38,552,271 1,471,680 17,220 16,543 4%
FY2013 | 79,462,860 46,966,891 31,757 14,493 59%
FY2014 | 108,659,693 88,553,380 44,338 10,976 81%
FY2015 | 142,615,026 121,086,061 60,495 12,740 85%

Regional Energy Use at Apple’s Colocated Facilities (Fiscal Year 2015)

Energy Use Renewable Energy %
(kWh) (kWh) Renewable Energy
u.s. 75,671,765 75,671,765 100%
Europe 36,595,776 36,595,776 100%
APAC 29,911,090 8,818,520 29%
Other 436,395 0 0%
FY2015 TOTAL 142,615,026 121,086,061 85%
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Appendix C

Assurance and Review Statements
Facilities energy, carbon, waste, and water data (Pages 38-40)
(Bureau Veritas)

Product life cycle carbon footprint (Pages 41-44)
(Fraunhofer Institute)

Paper footprint (Pages 45-46)
(Fraunhofer Institute)
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BUREAU VERITAS NORTH AMERICA <%>

INDEPENDENT ASSURANCE STATEMENT COEETXE

Introduction and objectives of work

Bureau Veritas North America, Inc. (BVNA) was engaged by Apple, Inc. (Apple) to conduct an
independent assurance of select environmental data reported in its 2015 environmental report (the
Report). This Assurance Statement applies to the related information included within the scope of
work described below. The intended users of the assurance statement are the stakeholders of Apple.
The overall aim of this process is to provide assurance to Apple’s stakeholders on the accuracy,
reliability and objectivity of select information included in the Report.

This information and its presentation in the Report are the sole responsibility of the management of
Apple. BVNA was not involved in the collection of the information or the drafting of the Report.

Scope of Work

Apple requested BVNA to include in its independent review the following:

= Assurance of select environmental data and information included in the Report for the fiscal
year 2015 reporting period (September 28, 2014 through September 26, 2015), specifically, in
accordance with Apple’s definitions and World Resources Institute (WRI)/World Business
Council for Sustainable Development (WBCSD) Greenhouse Gas Protocol:

(0]

(e]

(e]

Energy: Direct (Million Therms) and Indirect (Million kilowatt hours (mkWh))
Renewable Energy (mkWH)
Water (Total withdrawal)

Greenhouse Gas (GHG) Emissions: Direct Scope 1 emissions by weight, Indirect Scope
2 emissions by weight, Indirect Scope 3 emissions by weight (Employee Commute and
Business Travel)

Waste Quantities and Disposition

Appropriateness and robustness of underlying reporting systems and processes, used to
collect, analyze, and review the environmental information reported;

Excluded from the scope of our work is any assurance of information relating to:

= Text or other written statements associated with the Report

= Activities outside the defined assurance period

Methodology

BVNA undertook the following activities:

1. Site visits to Apple facilities in Cork, Ireland; London, United Kingdom; Seoul, South Korea;
and Singapore;

Visit to Apple corporate offices in Cupertino, California;

Interviews with relevant personnel of Apple (10 individuals including employees and external
contractors at the corporate level);

Review of internal and external documentary evidence produced by Apple;

Audit of environmental performance data presented in the Report, including a detailed review
of a sample of data against source data; and

6. Review of Apple information systems for collection, aggregation, analysis and internal
verification and review of environmental data.

Our work was conducted against Bureau Veritas’ standard procedures and guidelines for external
Verification of Sustainability Reports, based on current best practice in independent assurance.
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Bureau Veritas procedures are based on principles and methods described in the International
Standard on Assurance Engagements (ISAE) 3000.

The work was planned and carried out to provide reasonable assurance for all indicators and we
believe it provides an appropriate basis for our conclusions.

Our Findings

BVNA verified the following indicators for Apple’s Fiscal Year 2015 reporting period (September 28,
2014 through September 26, 2015):

Parameter Quantity Units Boundary/ Protocol
Natural Gas 8.5 Million Therms Worldwide occupied
Consumption: properties / Apple

Internal Protocol
Electricity Consumption: | 990 Million kilowatt Worldwide occupied
hours (mkWh) properties / Apple
Internal Protocol
Renewable Energy 914 Million kilowatt Worldwide / Invoiced
hours (mkWh) quantities & self-
generated
Scope 1 GHG 28,103 metric tons of Worldwide occupied
Emissions carbon dioxide properties /
equivalent WRI/WBCSD GHG
(tCO2e) Protocol
Scope 2 GHG 376,365 tCOze Worldwide occupied
Emissions (Location- properties /
Based) WRI/WBCSD GHG
Protocol
Scope 2 GHG 43,608 tCO2e Worldwide occupied
Emissions (Market- properties /
Based) WRI/WBCSD GHG
Protocol
Scope 3 GHG 139,936 tCOze Worldwide occupied
Emissions — Business properties /
Travel WRI/WBCSD GHG
Protocol Value Chain
(Scope 3)
Scope 3 GHG 172,968 tCOze Worldwide occupied
Emissions — Employee properties /
Commute WRI/WBCSD GHG
Protocol Value Chain
(Scope 3)
Water Withdrawal 2,000,000 cubic meters Worldwide occupied
(m®) properties / Apple
Internal Protocol
Trash disposed in 5947 Metric tonnes Worldwide occupied
Landfill properties / Apple
Internal Protocol
Hazardous Waste 455 Metric tonnes Worldwide occupied
(Regulated waste) properties / Apple
Internal Protocol
Recycled Material 10,221 Metric tonnes Worldwide occupied
(Removal by recycling properties / Apple
contractor) Internal Protocol
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Our Conclusion
Based on the assurance process and procedures conducted, we conclude that:

e The Energy, Water, Waste, and Scope 1, 2 & 3 GHG Emissions assertions shown above are
materially correct and are a fair representation of the data and information; and

e Apple has established appropriate systems for the collection, aggregation and analysis of
relevant environmental information, and has implemented underlying internal assurance
practices that provide a reasonable degree of confidence that such information is complete
and accurate.

Statement of independence, impartiality and competence

BVNA is an independent professional services company that specializes in Quality, Health, Safety,
Social and Environmental management with over 180 years history in providing independent
assurance services, and an annual 2015 revenue of $4.6 billion Euros.

No member of the assurance team has a business relationship with Apple, its Directors or Managers
beyond that of verification and assurance of sustainability data and reporting. We have conducted this
verification independently and we believe there to have been no conflict of interest.

BVNA has implemented a Code of Ethics across the business to maintain high ethical standards
among staff in their day-to-day business activities.

The assurance team has extensive experience in conducting assurance over environmental, social,
ethical and health and safety information, systems and processes, has over 20 years combined
experience in this field and an excellent understanding of BVNA standard methodology for the
Assurance of Sustainability Reports.

) |

Attestation:

[

/2’7’4 Z \ A /(,/:‘(’
revor A. Dogdghu, L Verifier John'A. Rohde, Technical Reviewer

Technical Director, Climate Change Services Senior Project Manager

Sustainability and Climate Change Services Sustainability and Climate Change Services
Bureau Veritas North America, Inc. Bureau Veritas North America, Inc.

April 11, 2016
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Review and Verification Statement
Company Carbon Footprint — Scope 3: Product related Carbon Footprint
for Fiscal Year 2015

Fraunhofer IZM reviewed Apple’s scope 3 company carbon footprint (CCF) data related to
the products manufactured and sold by Apple Inc. in fiscal year 2015.

1 Summary

This review checks transparency of data and calculations, appropriateness of supporting
product related data and assumptions, and overall plausibility of the calculated corporate
annual carbon footprint comprised of emissions derived from the life cycle assessment
(LCA) of Apple products shipped in fiscal year 2015. This review and verification focuses on
Scope 3 emissions for products sold by Apple Inc. (as defined by WRIAWWBCSD/Greenhouse
Gas Protocol — Scope 3 Accounting and Reporting Standard). It is noted that emissions
relating to the facilities that are owned or leased by Apple (scope 1 and 2 emissions) as well
as business travel and employee commute were subject to a separate third party
verification and are therefore excluded from the scope of this statement. Confidential data
relating to product sales and shipments were also excluded from the scope of this
verification.

This review and verification covers Apple’s corporate annual greenhouse gas emissions and
does not replace reviews conducted for individual product LCAs for greenhouse gas
emissions (GHGs). The life cycle emissions data produced by Apple for individual products
has been calculated in accordance to the standard ISO 14040/14044: Environmental
management — Life cycle assessment — Principles and framework / Requirements and
guidelines. This review and verification furthermore complies with ISO 14064-3:
Greenhouse gases -- Part 3: Specification with guidance for the validation and verification
of greenhouse gas assertions.

The review of the corporate annual carbon footprint has considered the following criteria:

" The system, boundaries and functional unit are clearly defined

" Assumptions and estimations made are appropriate

CCF Review and Verification
Client: Apple Inc.
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" Selection of primary and secondary data is appropriate and methodologies used

are adequately disclosed

These criteria are also fundamental to the review of LCAs conducted for individual product
emissions. The reviewers note that the largest share (98%) of Apple Inc. annual corporate
carbon footprint is comprised of scope 3 emissions from individual products. The
aforementioned criteria have been regularly reviewed by Fraunhofer IZM since 2007 with a
view to providing independent feedback that can facilitate continuous improvement and
refinement in the LCA methodology applied by Apple Inc.

Data reported by Apple is as follows:

Manufacturing  Transportation Product Use Recycling
2015 29,599,494 1,322,121 6,566,851 502,547
[metric tons CO2e]  [metric tons CO2e] [metric tons CO2e] [metric tons CO2e]

Based on the process and procedures conducted, there is no evidence that the Greenhouse
Gas (GHG) assertion with regards to scope 3 corporate carbon footprint

" is not materially correct and is not a fair representation of GHG data and
information, and

® has not been prepared in accordance with the related International Standard on

GHG quantification, monitoring and reporting.

Reviewed Data and Plausibility Check

A verification and sampling plan as required by ISO 14046-3 has been established in the
course of this CCF review and verification, defining the level of assurance, objectives,
criteria, scope and materiality of the verification.

As part of this review and verification Apple disclosed following data to Fraunhofer IZM:

" Sales data for FY2015, including accessories

Regional distribution of sold units and country specific allocation per product to
major sell-in countries

Product specific data on transportation including breakdown of air and sea
shipment

CCF Review and Verification
Client: Apple Inc.
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" Life cycle GHG emissions for all products, differentiating the actual product
configurations (i.e. memory capacity)

" (Calculation methodology for the company carbon footprint and methodological
changes implemented in 2015

"  The total company carbon footprint — scope 3 for the fiscal year 2015

" Detailed analysis of the CCF including:

o The breakdown of the CCF into life cycle phases manufacturing,
transportation, product use and recycling

o Detailed product specific split into life cycle phases

o The contribution of individual products and product families to the overall
CCF

The data and information supporting the GHG assertion were projected (use phase and
recycling) and historical (i.e. fiscal year 2015 data regarding sales figures, manufacturing,
transportation).

This review comprises a check of selected data, which are most influential to the overall
company carbon footprint. The overall plausibility check addressed the following questions:

" Are product LCAs referenced correctly?
= Are results for products, for which no full LCA review was undertaken, plausible?

" Are carbon emission data for individual products plausible in the light of
methodological changes as indicated by Apple?

This review was done remotely.

Findings

Prior to this CCF review and verification 14 recent product LCA studies, including for the
first time separately sold accessories, have been reviewed successfully against 1SO
14040/44. These recent LCAs cover most important product segments (Apple Watch, iPad,
iPhone, iPod, MacBook, MacBook Pro, and Beats products). These latest LCA studies cover
products which represent in total 47,2% of the total scope 3 company carbon footprint.
Representatives of other product segments (iMac, Mac Pro, Mac Mini, Airport Express /

CCF Review and Verification
Client: Apple Inc.
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Airport Extreme, Apple TV and Cinema Display) underwent no or only minor design
changes compared to those which went through a full LCA review in former years.
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The methodological changes implemented with the 2015 CCF data are confirmed to lead
to an improvement in terms of accuracy and real use patterns representation of the results.
Inevitably this hampers the comparability of 2015 results with earlier CCF data.

All questions raised in the course of the review were answered by Apple and related

evidence was provided where needed.

Conclusions

We observe from year to year an improvement of the assessment approach in terms of

granularity of the used calculation data. This year the use phase models have been

enhanced, taking into account real use pattern data. Several additional components are
now modelled with primary data from Apple’s suppliers.

For all product LCA calculations, where exact data was missing, the principle of a worst-
case approach has been followed and results have been calculated with rather conservative
estimates regarding e.g. production yield losses and recycling.

The review has not found assumptions or calculation errors on the CCF data level that

indicate the scope 3 corporate carbon footprint has been materially misstated. The

excellent analysis meets the principles of good scientific practice.

Berlin, March 24, 2016

[ S g

- Karsten Schischke -
Fraunhofer IZM

Dept. Environmental and
Reliability Engineering

A

- Marina Proske -
Fraunhofer 1ZM

Dept. Environmental and
Reliability Engineering

CCF Review and Verification
Client: Apple Inc.
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Review Statement
Company Fiber Footprint

Fraunhofer IZM reviewed Apple’s company fiber footprint data related to the products
manufactured and sold by Apple Inc. in fiscal year 2015.

1 Summary

This review checks transparency of data and calculations, appropriateness of supporting
product and packaging related data and assumptions, and overall plausibility of the
calculated corporate annual fiber footprint of Apple products shipped in fiscal year 2015.

As there is no standardised method available for calculating a product or company fiber
footprint Apple defined a methodology for internal use. The scope of the Fiber Footprint
includes Apple’s corporate fiber usage from products. Facility fiber usage is explicitly
excluded. The fiber footprint tracks the total amount of wood fiber, both virgin and
recycled, that Apple uses in packaging, and other paper products. Apple obtains and
analyses supplier-specific data for each product line and sums up these figures for the
entire company using sell-in numbers. The output is a total fiber footprint.

The review of the corporate annual fiber footprint has considered the following criteria:
" The system boundaries are clearly defined
" Assumptions and estimations made are appropriate

" Use of supplier data is appropriate and methodologies used are adequately
disclosed

Data reported by Apple is as follows:

Total Fiber Virgin Fiber Recycled Fiber

132,741
[metric tons fiber] [metric tons fiber] [metric tons fiber]

All results and figures reviewed for fiscal year 2015 are plausible.

Company Fiber Footprint Review
Client: Apple Inc.
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Reviewed Data and Findings
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As part of this review Apple disclosed following data to Fraunhofer IZM:

" Calculation methodology for the company fiber footprint

" Sales data for FY2015, including accessories

IZM

" Product and supplier specific data on packaging design (including CAD design
drawings), materials (distinction of paper qualities, fiber content, including recycled
fiber content), weights and production yields (process yields and cut-off losses)

" Aggregated fiber data for all products and the total company fiber footprint for

the fiscal year 2015

The revised methodology paper provided by Apple (Fiber Footprint at Apple - Methodology
Description - V1.0) on March 15, 2016, is considered a sound and appropriate guidance for

determining the company fiber footprint. Where appropriate, this approach follows

methodological principles applied for state-of-the-art Life Cycle Assessments.

This review comprises a check of fiber data for selected products, which are most
influential to the overall company fiber footprint and which represent the full spectrum of
Apple products. The selection of products for individual reviews has been agreed between

Apple and Fraunhofer IZM.

Plausibility of some supplier data has been questioned and discussed in detail with Apple.
Based on direct supplier feedback related fiber data has been corrected.

This review was done remotely. All questions raised in the course of the review were

answered by Apple and related evidence was provided where needed.

Based on the process and procedures conducted, there is no evidence that the corporate
fiber footprint is not materially correct and is not a fair representation of fiber data and

information. The excellent analysis meets the principles of good scientific practice.

Berlin, March 29, 2016

[ SR o€

- Karsten Schischke -
Fraunhofer 1ZM

Dept. Environmental and
Reliability Engineering

A

- Marina Proske -
Fraunhofer IZM

Dept. Environmental and
Reliability Engineering

Company Fiber Footprint Review
Client: Apple Inc.
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Appendix D

Environmental Health and Safety Policy
Statement

Mission Statement

Apple Inc. is committed to protecting the environment, health, and safety of our
employees, customers and the global communities where we operate.

We recognize that by integrating sound environmental, health, and safety management
practices into all aspects of our business, we can offer technologically innovative prod-
ucts and services while conserving and enhancing resources for future generations.

Apple strives for continuous improvement in our environmental, health and safety
management systems and in the environmental quality of our products, processes, and
services.

Guiding Principles

Meet or exceed all applicable environmental, health and safety requirements.
We will evaluate our EHS performance by monitoring ongoing performance results
and through periodic management reviews.

Where laws and regulations do not provide adequate controls, we will adopt our own
standards to protect human health and the environment.

Support and promote sound scientific principles and fiscally responsible public policy
that enhance environmental quality, health and safety.

Advocate the adoption of prudent environmental, health and safety principles and
practices by our contractors, vendors, and suppliers.

Communicate environmental, health, and safety policies and programs to Apple
employees and stakeholders.

Design, manage and operate our facilities to maximize safety, promote energy
efficiency, and protect the environment.

Strive to create products that are safe in their intended use, conserve energy and
materials, and prevent pollution throughout the product life cycle including design,
manufacture, use, and end-of-life management.

Ensure that all employees are aware of their role and responsibility to fulfill and
sustain Apple’s environmental, health and safety management systems and policy.

Luca Maestri
Senior Vice President and CFO

January 2016
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EMS Certification
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CERTIFICATE
OF REGISTRATION

This is to certify that
Apple Inc.

operates an

Environmental Management System

which complies with the requirements of

ISO 14001:2004

for the following scope of registration

The management of the environmental risks associated specifically with aspects/impacts
associated with functions limited to the " Design & Engineering " Department & Corporate
Recycling of Apple Inc., 1 Infinite Loop, Cupertino, Ca.

Registered Sites: Apple Inc. Apple Inc.
1326 Kifer Road 1 Infinite Loop
Sunnyvale, California Cupertino, California
94086 USA USA
Certificate Number: CERT-0095035 CERT-0095035
File Number: 1677254 1677253
Issue Date: March 11, 2016 March 11, 2016
Original Certification Date: March 11, 2016 March 11, 2016
Current Certification Date: March 11, 2016 March 11, 2016
Certificate Expiry Date: September 28, 2017 September 28, 2017

Heatbor, 00lch._

Heather Mahon
Acting Head of
Policy, Risk and Certification

-
2

w

3 ACCREDITED
——
‘ MANAGEMENT SYSTEMS
CERTIFICATION BODY

1SO 14001

Registered by:

SAl Global Certification Services Pty Ltd, 680 George St, Level 37-38, Sydney, NSW, 2000, Australia with QMI-SAI Canada Limited, 20 Carlson
Court, Suite 200, Toronto, Ontario MOW 7K6 Canada (SAI GLOBAL). This registration is subject to the SAI Global Terms and Conditions for Certification.
While all due care and skill was exercised in carrying out this assessment, SAI Global accepts responsibility only for proven negligence. This certificate

remains the property of SAl Global and must be returned to them upon request. INFORM. INSPIRE. IMPROVE
To verify that this certificate is current, please refer to the SAI Global On-Line Certification Register: www.gmi-saiglobal.com/ami_companies/



Report Notes:
« This report is published annually and covers fiscal year 2015 activities, unless otherwise noted.

« This report addresses environmental impacts and activities at Apple-owned facilities (corporate offices, data centers, and retail stores),
as well as the life-cycle impacts of our products, including in the manufacturing, transportation, use, and end-of-life phases.

+ To provide feedback on this report, please contact environment-report@apple.com.

1CO2e, or carbon dioxide equivalent, is a standard unit for measuring carbon footprints. It translates into one number the impact of different
greenhouse gases based on their potential to contribute to climate change.

2Greenhouse gas equivalencies calculated using the U.S. EPA Greenhouse Gas Equivalencies Calculator:
www.epa.gov/energy/greenhouse-gas-equivalencies-calculator.

3Based on the average residential cost of electricity in the U.S. in 2015; includes customer use scenarios and power consumed by the power
adapter when disconnected from the iPhone.

4Calculations based on sales-weighted averages for all energy-using Apple-branded products in the given years.

5In Brazil, sanitary waste is legally mandated to be landfilled as biohazard waste. Because of this regulatory requirement, UL is exempting
sanitary waste from the zero waste to landfill validation currently underway at the Foxconn final assembly facility in Sao Paulo, Brazil.
As of March 2016, sanitary waste represented 4 percent of total waste at this facility.

6Water consumption is calculated using NREL source data, Operational Water Consumption and Withdrawal Factors for Electricity Generating
Technologies, 2012. Savings estimated from use of renewable energy is not reflected in our facilities’ water-use calculations.

7Based on equivalent virgin fiber production from protected forests and virgin fiber used for product packaging.
8In terms of global and statewide occurrence.

9Based on estimates of the volume of virgin fiber required to produce our packaging and the volume of virgin fiber produced by those
forests protected through our partnership with The Conservation Fund.

10Hunan, Guangxi, Guangdong, Fujian, and Yunnan.

TEvery Apple product is free of PVC and phthalates with the exception of power cables in India and South Korea, where we continue to
seek government approval for our PVC and phthalates replacement.

Updated September 2016.
Added energy and emissions tables for colocated facilities to Appendix B.

© 2016 Apple Inc. All rights reserved. Apple, the Apple logo, AirPort Express, AirPort Extreme, Apple TV, Apple Watch, FaceTime, iMac, iMessage,
iPad, iPhone, iPod, iTunes, Mac, Mac Pro, MacBook, MacBook Air, MacBook Pro, and Siri are trademarks of Apple Inc,, registered in the U.S. and
other countries. iPad Pro is a trademark of Apple Inc. Apple Store is a service mark of Apple Inc, registered in the U.S. and other countries.
ENERGY STAR is a U.S. registered mark. Other product and company names mentioned herein may be trademarks of their respective companies.
Septeber 2016
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The World's Most Valuable Brands 2016 - Forbes Page 1 of 5

Forbes

Kurt BadenhausenForbes Staff

I cover sports business with rare dip in education & local economies

FORBES  5/11/2016 @ 9:45AM | 69,223 views

The World's Most Valuable Brands
2016

Apple’s 13-year run of quarterly revenue growth
came to a crashing halt last month when the tech
giant reported revenue of $50.6 billion, off 13%
thanks to soft iPhone sales and a slowdown in
China. The gloom-and-doom sentiment around
the company has reached a zenith with the stock
off 30% from its all-time peak 12 months ago.

(AP Photo/Matthias Schrader, File)

But Forbes’ annual study of the world’s most
valuable brands shows that Apple is still in a class
by itself with a value of $154.1 billion, 87% more
than second-ranked Google. It is the sixth straight
time Apple has finished first since Forbes began
valuing the richest brands in 2010.

“Brands get their value from how customers
perceive them,” says David Reibstein, a professor
of marketing and branding expert at the
University of Pennsylvania’s Wharton School.
“What makes it valuable from a company
perspective is that customers are willing to pay a
higher price or are more likely to buy.”

http://www.forbes.com/sites/kurtbadenhausen/2016/05/11/the-worlds-most-valuable-brand... 5/18/2016
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The Apple brand hits a home run on both fronts.
Apple-philes will cry blasphemy, but Apple
phones are not that distinct from the latest
Samsung gadget, hence why the two companies
are always suing each other. Yet, Apple commands
a premium price and accounts for nearly half the
smartphones sold in the U.S., along with 75
million sold globally during the December holiday
quarter.

The World's Most Valuable Brands 2016

Apple dominates in a consumer tech industry
where brand matters. Revenue fell in the latest
quarter, but the release of the iPhone 7 will
certainly have fans of the brand lining up for
hours outside stores in the fall ahead of the
unveiling. The adulation helped the company
generate $53 billion in net income last year.

“The chance to make a memory is the essence of
brand marketing,” said a young Steve Jobs after
co-founding Apple. The brand has done that by
creating a connection with customers through
music, phones and computing. It now wants to do
the same in watches, TVs and payments with more
categories, like autos, also on its radar.

No. 2 Google leapfrogged Microsoft this year

and closed the gap on Apple with its brand value
up 26% to $82.5 billion (Apple’s brand rose 6%).
Google became a division of the newly formed
Alphabet last year, but the search engine brand is
still the company’s bread-and-butter profit center
subsidizing “Other Bets” like self-driving cars,
Google Fiber, Calico and Nest, which lost $3.6
billion last year.

People are much more likely to use Google than
Bing even though the search results might not
differ much because of the Google brand. Google
has become the generic term for search, which is
the ultimate in branding power. Reibstein is awed
with how Google treats its logo, which he says is
the “antithesis of what everybody teaches about
branding.” Some companies employ brand police
to track the use of their logos to ensure the proper
fonts and colors. Not Google. It changes the logo
on its homepage every day with a clever new
doodle.

Rounding out the top five are Microsoft ($75.2
billion), Coca-Cola ($58.5 billion) and Facebook
($52.6 billion).

Full List: The World’s Most Valuable

http://www.forbes.com/sites/kurtbadenhausen/2016/05/11/the-worlds-most-valuable-brand... 5/18/2016
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Brands

Facebook, up 44%, is the fastest-growing brand in
the top 100 for the second straight year. The
number of active users has surged to 1.65 billion.
The average user spends 50 minutes daily using
Facebook and Instagram (our brand value
excludes the financial impact of Instagram). New
York Times columnist James Stewart notes that is
more time than people spend reading (19
minutes), participating in sports and exercise (17
minutes) and socializing (4 minutes) combined.
Time is the ultimate measure of brand
engagement.

“Facebook keeps innovating and adding more and
more functionally and features,” says Reibstein.
“Companies are figuring out how to use Facebook,
so their revenue is growing. The transformation
with what they are doing with their core business
is incredible.”

We considered more than 200 global brands to
determine the final list of the world’s 100 most
valuable brands. The brands were required to
have more than a token presence in the U.S.,
which knocked out some big brands like
multinational telecom firm Vodafone and Chinese
e-commerce giant Alibaba. The top 100 includes
product brands like Marlboro, owned by Altria
and Philip Morris International, as well as brands
marketed under their corporate name like
McDonald’s.

YOU | BRANDS?

Forbes valued the brands on three years of
earnings and allocated a percentage of those
earnings based on the role brands play in each
industry (e.g., high for luxury goods and
beverages, low for airlines and oil companies). We
applied the average price-to-earnings multiple

http://www.forbes.com/sites/kurtbadenhausen/2016/05/11/the-worlds-most-valuable-brand... 5/18/2016
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http://www .forbes.com/sites/kurtbadenhausen/2016/05/11/the-worlds-most-valuable-brand...

over the past three years to these earnings to
arrive at the final brand value (click here for the
complete methodology).

The 100 most valuable brands span 16 countries
and cross 19 broad industry categories. Brands
from U.S.-based companies make up just over half
the list with 52 brands. The next greatest number
are from Germany (11 brands), Japan (8) and
France (6). Tech brands are the most common
with 17, including the top three. Financial services
companies landed 13 brands in the top 100 led

by American Express at No. 24. Other big
industries included automotives (12) and
consumer packaged goods (10), followed by luxury
and retail, which both secured eight spots.

The biggest decliner was IBM, off 17% to $41.4
billion and No. 7 overall. Big Blue has reported 16
straight quarters of revenue declines. Revenue in
the latest quarter was the company’s lowest in 14
years. “People have trouble defining what IBM is
today,” says Reibstein, who says the one thing that
might save IBM is its artificial intelligence
technology platform Watson, which the company
is doubling down on by featuring the technology
in its ad campaigns.

Seven brands cracked the top 100 for the first time
led by CVS at No. 47 with a value of $11.7 billion.
The average brand rose 6% in value compared to
2015. The cumulative brand value of the top 100 is
$1.8 trillion with the cut-off at $6.7 billion for No.
100 Costco.

Special Report: The World’s Most
Valuable Brands
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The Most Iconic Ad Campaigns And What
Marketers Today Can Learn From Them

The Most Expensive Home Listing in Every State
2016

LinkedIn Warns Users To Reset Passwords As
117M Logins For Sale On Dark Web

The Cities With The Most Billionaires

This article is available online at: 2016 Forbes.com LLC™ All Rights Reserved
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Apple And Microsoft Head The World's
Most Valuable Brands 2015

+ Commmst Wow  + Feflow Commmts

TURN

Keit Badanhayssn

T S14l Leadership changes are challenging, They can be even tougher when

Share both stumbled after Phil Knight and Howard Schultz stepped down ot Paat
from leading their respective companies. Steve Jobs was ousted
from Apple wir sgs in 1985 and the company entered a near death
spiral in the early 19g0s. But Jobs returned in 1906 to lead the
company to unprecedented heights. In Apple’s latest transition, the
train keeps on rolling under CEO Tim Cook, who replaced Jobs in
2o11. “The brand promise with Apple is so strong and they continue
to deliver on that,” says Kevin Lane Keller, a branding expert and
professor at Dartmouth's Tuck Sehool of Business.

The Waorld's Most Valuahle Br.

+ Tulian Commemb

#1 Apple

Shag Next Post

The Apple brand is now worth $1435.3 billion by our count, up 17% over zo14. The
brand ranks on top of Forbes' list of the World's Most Valuable Brands for a fifth
straight time and 1s worth twice as much as any other brand on the planet. The
company sold 74.8 million smartphones worldwide in the fourth quarter of 2014 with
phone sales up 49%. It was the first quarter Apple sold more phones than Samsung
sinee 2011 (Samsung regained its No. 1 position in the first quarter of 2015). Apple is
making money hand over fist with an $18 billion profit in the fourth quarter, up 33%
from the prior vear.

While Samsung spends nearly $4 billion on advertising to sway consumers, Apple

spent only one-third as much at $1.2 billion last vear. The company relies on its avid
fan base more than Madison Avenue to promote its products,

http://www.forbes.comy/sites/kurtbadenhausen/2015/05/1 3/apple-and-microsoft-head-the-worlds-most-valuable-brands-2015/[ 5/19/2015 8:25:41 PM]
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Apple revolutionized four industries over the past 15 years with the launch of the
iPhone, iPad, iPod and iTunes, [ts next target is watches, The Apple Watch launched in
April. Forecasts for first vear sales are all over the map and typically range between
eight million and 15 million. Analysts at Piper Jaflrey expect watches to represent 10%
of Apple’s 2017 revenue, Keller is skeptical of the potential of the Watch, but recognizes
the incredible track record Apple has to produce great produets. “If the watch turns out
to be a success, it is going to fuel the company and brand even more,” savs Keller.

Microsoft ranks as the second most valuable brand worth $69.3 billion, up 10%. After
years of gething beaten up i the press and by users, the Sogq-lallion-in-sales company
is suddenly cool again under CEO Satya Nadella, just the company’s third leader in 4o
years. The company is intriguing developers and introducing captivating products like
its HoloLens, a headset which brings hi-def holograms to life using Windows, “We
want to move from people needing Windows to choosing Windows, 1o loving Windows.
B That is our bold goal,” said Nadella at the Windows 10 launch event in January. )

Shate e s : Hexe Post
The company poured $11 billion into research and development last vear, Windows 10

will be released this summer and is expected to be the last major release of the
venerable operating system. Future updates will be in an “ongoing manner.” The
company wants one billion Windows 10 users by 2018,

Microsoft is no longer the 8oo-pound gorilla in the tech space, which has softened
some of the eriticism, but Keller is looking for consumers to want to engage with the

brand before he labels it cool again. “T can see why people liave stopped hating them,

but can't see why people would start loving them," savs Keller.

http://www.forbes.comy/sites/kurtbadenhausen/2015/05/1 3/apple-and-microsoft-head-the-worlds-most-valuable-brands-2015/[ 5/19/2015 8:25:41 PM]
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Rounding out the top five ave Google poos wss ($65.6 billion), Cora-
Coln wyoas (556 billion) and IBM e (8549.8 billion).

We determined the most valuable brands by starting with a universe
of more than zoo global brands, We required brands to have at least
some presence in the 115, which knocked out big brands like
Chinese internet giant Tencent and multinational telecom firm
Vodafone . The top 100 includes product brands like Procter &
Gamble esenos-owned Gillette as well as brands marketed under

3 their corporate name like TBM.

Share

g Forbes valued these brands on three years of earnings and allocated

U] a percentage of those earmings based on the role brands play in each
industry (e.g., high for luxury goods and beverages, low for airlines
R and ol companies), We applied the average price-to-earmngs
multiple over the past three vears to these earnings to arrive at the

final brand value (click here for the full methoedology).

The 100 most valuable brands span 15 countries across 20 broad
industry categories, Brands from U.S -based companies make up just
over half the list with the next biggest representation from Germany
(9 brands), Japan (7) and France (7). Tech brands are the most
prevalent with 15, including half of the top 20. Automotive and
consumer packaged goods companies both landed 13 brands withan
the top 100, Tovaeta was the top auto brand at No, 8, worth $37.8
billion, while Gillette headed the CPG brands at No. 26, worth $20.4 billion.

Facebook registered the biggest gain of any brand in the top 100, up 54%. It eracks the
" top 10 for the first time with value of $36.5 billion. Facebook had 936 million active
’ daily users as of March 2015 with 83% of those outside the 1.5, The brand has emerged

as a competitor to YouTube regarding video. In April the company reported that it
Hartiniestern Mushial Vv dehvered four billion video views daily compared to ane billion just seven months
E e g MBS vlier, Other big gainers in the top 100 include: Amazon.com w55 (+32%) and
P | Frrwessic 0 Disney (+26%). Adidas (-14%) and Danone (-13%) had the biggest drops.

Full List: The World's Most Valuable Brands

Follow me on Twitter or Facebook, Read all of my Forbes stories here.
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Apple, Microsoft And Google Are
World's Most Valuable Brands

The World's Most Valuable Brands 2014

A strong brand name is an incredibly valuable
asset. Consumer companies in particular devote CD
huge chunks of time and resources to solidify and
expand their brands. “A valuable brand delivers a

return for the company on two dimensions,” says Open a5 Year ]umbo CD
David Reibstein, professor of marketing at .

the University of Pennsylvania’s Wharton School. with CIT Bank. Member
“Either it allows the company to charge a FDIC. Apply Now!
premium price or it adds more volume or market

share.”

When it comes to charging a premium price and
moving product, no one does it better than Apple.
There are other phones and tablets that are
functionally comparable or arguably better than
the iPhone and iPad, but the Apple brand carries
tremendous weight and credibility, and customers
are willing to pay up for that. The company sold
39.3 million iPhones in its latest quarter and
could sell as many as 60 million during the last
three months of 2014 with the holiday selling
season. Apple also moved 12.3 million iPads and
5.5 million Macs last quarter.

Add it all up and the Apple brand is worth $124.2
billion and almost twice as much as any other
brand in Forbes’ annual study of the world’s most
valuable brands. The value of the Apple brand is
up 19% over last year. Apple’s strong brand and
innovative products allowed it to redefine four
industry categories over the past 13 years with the
launches of the iPhone, iPad, iPod and iTunes.
The next industries on Apple’s hit list are
smarthwatches with the Watch and financial
payments with Apple Pay. Premium pricing
pushes up Apple’s operating profit margins to

http://www.forbes.com/sites/kurtbadenhausen/2014/11/05/apple-microsoft-and-google-are-...
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33%, and the company generated $50 billion in
free cash flow for the fiscal year ended in
September.

Microsoft ranks second with a value of $63 billion,
up 11% after being flat the previous three years, as
the brand works to make the transition to

a mobile world. Microsoft has recently had more
success with its move away from the PC and
software licensing model towards cloud offerings.

Microsoft inked a five-year, $400 million
sponsorship deal with the NFL last year. The pact
requires the NFL to use Surface tablet computers
on the sideline that download high-def
photographs of plays as they occur. Unfortunately
for Microsoft the arrangement has provided more
evidence of the power of the Apple brand, as
announcers and players repeatedly refer to the
Surface tablets as iPads and one player called
them “knockoff iPads.” Microsoft is still a bit
player in tablets and phones. “There is a lot of
catching up to do,” says Reibstein. “They are going
to have to work to overcome the brand
disadvantage they have in those areas.”

Google shoots up two spots to No. 3 among the
top brands with a value of $56.6 billion, up

19%. Google is the generic term for the search
category, but what separates Google from brands
like Kleenex and Xerox is the amount of money it
generates from its ad-driven business.

The Google brand generated $16 billion in
earnings before interest and taxes over the last 12
months, and it is one of the biggest ad spenders
in tech at $2.8 billion in 2013. “With a well known
brand, people trust it a lot more, and part of what
is happening with Google is a matter of trust,”
says Reibstein.

To determine the best brands, we started with a
universe of more than 200 global brands. We
required brands to have some presence in the
U.S., which eliminated big brands like
multinational telecom firm Vodafone and state-
owned China Mobile, which has almost twice as
many mobile subscribers as any other brand
(Vodafone is second in mobile). The final list
includes product brands like Anheuser-Busch
InBev-owned Budweiser and brands that are
marketed under their corporate name like IBM,
which ranks fifth overall.

Forbes valued the brands on three years of
earnings and allocated a percentage of those
earnings based on the role brands play in each

http://www.forbes.com/sites/kurtbadenhausen/2014/11/05/apple-microsoft-and-google-are-...
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industry (e.g., high for luxury goods and
beverages, low for airlines and oil companies). We
applied the average price-to-earnings multiple
over the past three years to these earnings to
arrive at the final brand value (click here for the
full methodology).

The 100 most valuable brands span 15 countries
across 20 broad industry categories. Brands from
U.S.-based companies make up just over half the
list with the next biggest representation from
Germany (9 brands), France (7) and Japan

(5). Tech brands are the most prevalent with 16,
including 11 of the top 25. Automotive companies
landed 16 brands in the top 100 led by Toyota at
No.9, worth $31.3 billion.

Sandwiched around IBM are a couple of brands
facing the challenges of people’s changing eating
and drinking habits, particularly in the U.S. Coca-
Cola‘s value rose 2% to $56.1 billion, placing it
fourth. "When you are selling sugar and water,
your brand better be very important,” says
Reibstein. The Coca-Cola brand is still extremely
valuable, but it operates in an industry with few
growth prospects. Coca-Cola sold 13.5 billion
cases globally of its signature brand in 2013, up
just 0.6% from the prior year. The McDonald’s
brand is sixth overall, worth $39.9 billion, but up
just 1%. McDonald’s has been working to make its
menu appear more health conscious, but many
consumers aren’t buying it. Global same-store
sales slid 3.3% in the third quarter.

The biggest gainer in the top 100 was Facebook,
up 74% for a value of $23.7 billion and No. 18
overall. Various surveys report that fewer teens
are using the social sharing site, but the Facebook
brand still carries tremendous weight with 864
million daily active users in September. Revenue
for the latest quarter jumped 59% with advertising
representing 92.5% of total revenue. Other big
gainers in the top 100 include Amazon.com
(+45%), Starbucks (+25%), Toyota (+22%) and
Nike (+22%).

Full List: The World’s Most Valuable
Brands

Follow me on Twitter or Facebook. Read all of
my Forbes stories here.

RECOMMENDED BY FORBES
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Apple has set the bar incredibly high over the past decade. The expectations
have some fans grumbling about the lack of transformational products during
recent launches. The company has largely upgraded existing product lines
instead of releasing anything as revolutionary as its last huge category
changer in 2010, the iPad. Speculation swirls about whether the Cupertino,
Calif.-based company has peaked, with well-funded competitors like Samsung
and Google also challenging Apple. Wall Street seems to think so — Apple’s
stock plummeted 45% from its September 2012 high before partially
recovering in the past six months.

But Forbes’ study of the top brands illustrates that the Apple name is as
strong as ever. Apple is the most valuable brand in the world for a third
straight time at $104.3 billion, up 20% over last year. It is worth nearly twice
as much as any other brand on the planet by our count.

“The heart of a great brand is a great product,” says Kevin Lane Keller,
branding expert and professor at Dartmouth’s Tuck School of Business. Apple
remains a vital part of people’s everyday lives, and the brand continues to
capture consumer’s imaginations (and wallets) in a range of products across
different industries.

The company sold a record 33.8 million iPhones in its latest quarter. It also
moved 14.1 million iPads and 4.6 million Macs. Roughly 30 billion songs have
been sold on iTunes since it launched in 2003. Sales of iPods are down, as
people turn to their phones as music players, but Apple still sold 3.5 million
iPods in its fiscal fourth quarter and 26.4 million for the year.

Design has been a large contributor to the strength of the Apple brand.
“Design is how a product works, how it looks, how it feels. It’s functional and
aesthetic. Apple has embraced that in the fullest sense possible in terms of
making products simple, but also good looking and attractive,” says Keller.

Full List: The World’s Most Valuable Brands

Microsoft ranks second with a brand worth $56.7 billion. The value of the
brand is flat over the past three years, as Microsoft struggles to make the
transition from a PC to a mobile world. Growth has slowed, but it is still one
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of the most profitable brands in the world with operating margins of 34% in
its latest fiscal year. The company’s $2.6 billion ad budget is one of the biggest
in tech.

Coca-Cola is the only non-tech brand to crack the top five, ranking No. 3 with
a brand value of $54.9 billion. Coca-Cola sold 13.5 billion cases of its
signature drinks in 2012, up 3% from the prior year thanks to growth outside
the U.S. Those sales represent half of the company’s soda revenue. The brand
became the first to record 50 million “likes” on Facebook last year and
currently has 75 million fans on the social media site.

To determine the best brands, we started with a universe of more than 200
global brands. We required brands to have a presence in the U.S., which
eliminated some big brands like multinational telecom firm Vodafone and
state-owned China Mobile, which is the world’s largest mobile phone
provider. The final list includes product brands like Proctor & Gamble-owned
Gillette and corporate brands like IBM, which ranks fourth.

Forbes valued the brands on three years of earnings and allocated a
percentage of those earnings based on the role brands play in each industry
(e.g., high for luxury goods, low for airlines). We applied the average price-to-
earnings multiple over the past three years to these earnings to arrive at the
final brand value (click here for the full methodology).

The 100 most valuable brands span 15 countries across 20 broad industry
categories. Brands from U.S.-based companies make up just over half the list
with the next biggest representation from Germany (9 brands), France (8)
and Japan (7). Tech brands are the most prevalent with 19, including six of
the top 10.

Ninth-ranked Samsung had the strongest one-year gain of any brand in the
top 100, up 53% to $29.5 billion. Samsung’s value soared 136% over the past
three years. Sales for Samsung’s Galaxy S4 smartphone have been on fire and
the company also benefits from its market leading position with memory
chips. Samsung’s smartphone shipments rose 40% to 81.2 million in the third
quarter, according to IDC. Its 31.4% market share is larger than the next four
brands combined.

Samsung has poured money into marketing, particularly in sports, to
highlights its innovative products. South Korean-based Samsung Electronics
has been an Olympic sponsor since the 1988 Seoul Olympic Games. It uses
global sports stars like track and field’s Usain Bolt and figure skater Kim Yu
Na in its advertising. Samsung’s most high profile sports team deal is its $24
million a year jersey sponsorship of European soccer champion Chelsea. The
company’s ad budget hit $4.4 billion last year.

“Really strong brands are highly innovative and highly relevant, so they are
always moving forward in the right direction with products and services that
really appeal to people and are distinctive and different,” says Keller.

Samsung and Apple have been on remarkable runs, but they only need to look
across the mobile space to see how quickly the value of a brand can collapse in
the complex, fast moving technology world. Forbes valued the Blackberry
brand at $6.1 billion last year, but just $2.2 billion this year and outside the
top 100. Three years ago, Forbes deemed the Nokia brand worth $27.3 billion,
ninth highest in the world. Today we figure it is worth $7 billion, which ranks
No. 71. The value is down 55% from last year as the brand, like Blackberry,
has been left behind in the smartphone world.
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Nokia was the world’s leading market of mobile phones for 14 years until early
2012, but they failed to read the market and adapt to the consumer’s move to
smartphones. Nokia still ranks second behind Samsung in global shipments
in the low-priced, stagnant mobile phone category with a 13.8% market share,
according to IDC. But Nokia is almost irrelevant in the high-priced, exploding
smartphone area. Nokia sold 8.8 million of its Lumia smartphones in the
third quarter—up 19% from the prior year, but Samsung sold nine times as
many smartphones with unit growth twice as fast. Keller isn’t hopeful about a
Nokia revival and adds, “In such a fast moving category and industry, it is
murder to catch up once you fall behind.”

Full List: The World’s Most Valuable Brands

Research: Courtney Retter

You can follow me on Twitter or subscribe to my Facebook profile. Read my
Forbes blog here.

This article is available online at:
http://www.forbes.com/sites/kurtbadenhausen/2013/11/06/apple-dominates-list-of-the-
worlds-most-valuable-brands/
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The World's Most Powerful Brands

Apple has taken its lumps the past two weeks with the rollout of the iPhone 5.
Customer complaints about the Maps app and phones that easily scratch
sparked cries that these things never would have happened under Steve Jobs’
watch. Is the Apple brand headed south? Not a chance.

Apple remains a leader in innovation that is adored by consumers around the
world. The brand helped the company generate $40 billion in profits over the
past 12-months, second most in the world behind Exxon Mobil. How do you
measure the power of a brand? It is the combination of financial value and
positive consumer sentiment and Apple has both in abundance, which puts
the Apple brand on top of Forbes inaugural list of the World’s Most Powerful
Brands.

“Apple sets the pace, redefines categories and addresses our needs even
before we realize we have them,” says Billy Mann, managing director at
consulting firm Penn Schoen Berland. Look at the phone market, which Apple
did not even enter until 2007. The annual release of the updated iPhone is
now the most anticipated event of the year in the telecom category. Apple sold
more than five million iPhone 5 units in the first weekend it went on sale last
month.

The Apple brand is worth $87.1 billion by our count, up 52% from two years
ago when Forbes last valued the top brands. The Apple brand is worth 59%
more than Microsoft, which ranks No. 2 in brand value and overall.

The Microsoft brand is worth $54.7 billion, as the company remains a
financial juggernaut with operating profit margins of 42%. Microsoft spends
$1.6 billion annually on advertising, almost twice as much as Apple, to help
get its message across. While Microsoft has been under fire, as Apple rocketed
past it in market value and coolness factor, consumers still favor Bill Gates’
baby. Microsoft ranked first in a global survey of brands on perception done
for Forbes by consulting firms Landor Associates and Penn Schoen Berland.
The study measured 130 brands on attributes such as innovation and quality
and Microsoft scored highly on “invests in customers” and “addresses my
unique needs.”
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“In an industry that transforms itself every year, Microsoft has been a leader

for decades,” says Mann. Apple surprisingly only ranked 11 on consumer
perception among the top 100 brands, but its huge edge in brand value kept it
ranked as the most powerful.

In Pictures: The World’s Most Powerful Brands

Full Coverage: The World’s Most Powerful Brands

We started with a universe of more than 200 global brands to determine the
most powerful. We required brands to have more than a token presence in the
U.S., which eliminated some big brands like Spanish retailer Zara and telecom
firm China Mobile. Forbes valued the brands on three years of earnings and
allocated a percentage of those earnings based on the role brands play in each
industry (e.g., high for luxury goods, low for airlines). We applied the average
price-to-earnings multiple over the past three years to these earnings to arrive
at the final brand value.

We then turned to Landor and PSB to survey 2,000 global consumers on 130
brand names that Forbes valued at more than $2.5 billion. The firms gauged
consumer perceptions of the brands on a dozen attributes. Forbes combined
the brand values with the consumer study to determine our power list,
overweighting the former (click here for a detailed methodology).

The Coca-Cola brand ranked No. 3 overall with a value of $50 billion and a
rank of 29 among consumers. The company sold 26.7 billion cases of soda
worldwide last year, with the Coca-Cola brand accounting for half of that.
Sales for the soda category have declined seven straight years in the U.S., but
Coca-Cola is the still the best-selling brand and a force globally. Retail sales
for the brand topped $1 billion in 18 different countries in 2011.

Technology brands dominate the top 100 with 24 making the cut. Tech giants
secured the three slots after Coca-Cola with No. 4 IBM (brand value: $48.5
billion), No. 5 Google ($37.6 billion) and No. 6 Intel ($32.3 billion).

Upstart tech brand, Facebook, is worth $13.1 billion, which is 36th highest
among all brands, but the social media site was crushed in the survey by
Landor and PSB. Consumers dinged Facebook on the trust and transparency
attributes, as well as on understanding and caring about customers. Clearly,
privacy concerns remain a hot-button topic among Facebook’s roughly one
billion users. The brand ranked No. 99 with consumers among the top 100
with only Verizon faring worse. The poor consumer ratings knocked Facebook
down to No. 73 overall on the power brands list.

Facebook made the top 100, but other valuable brands like Marlboro ($15.3
billion), JPMorgan ($13 billion) and Goldman Sachs ($8 billion) failed to
make the final cut, as a result of poor consumer scores. These three brands all
ranked among the bottom five of the 130 surveyed by Landor and PSB.

Other less valuable brands got a bump up in the rankings thanks to consumer
sentiment. The General Mills brand is worth $3.5 billion, which is the in the
bottom five of the 100 most powerful. But General Mills ranks No. 47 overall
thanks to consumer sentiment that ranks second behind only Microsoft.
“Consumers, especially Americans, trust, and find comfort in their food
brands,” says Mann. The maker of Cheerios and Wheaties scored highly on
attributes like “makes communities a better place” and “cares about the issues
that matter to me.”
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In Pictures: The World’s Most Powerful Brands

Full Coverage: The World’s Most Powerful Brands

Follow me on Facebook or on Twitter.

See the historic Forbes 400 print issue. Subscribe here.

This article is available online at:
http://www.forbes.com/sites/kurtbadenhausen/2012/10/02/apple-tops-list-of-the-worlds-

most-powerful-brands/
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Apple
Blasts Past Google To Become
World's Most Valuable Brand

Apple is now the most valuable brand in the

world. /

F
(o

The value of the Cupertino, California-based
company’s brand grew 84% to $153.3 billion,
according to WPP, bumping search engine
Google out of the top spot on the advertising
and marketing company’s list of most valuable
brands after a four-year run.

The value of Apple’s brand has grown 859%
since 2006, according to WPP, thanks to the
success of new products such as Apple’s iPhone  Image via CrunchBase
smartphones and iPad tablet computers.

Tech brands comprise one-third of the 100 most valuable brands on the sixth
annual “BrandZ Top 100 Most Valuable Global Brands” study, released
Monday.

Six of the top ten most valuable brands were technology or
telecommunications companies, including Apple, Google, IBM, Microsoft,
AT&T, and China Mobile, according to WPP.

Google, number two on the list, saw the value of its brand fall 2% to 111.5
billion.

The value of Amazon.com's brand rose 37% to place it 14th on the list, passing
Walmart to become the most valuable retail brand.

Facebook made the list for the first time. WPP figures the social network’s
brand is worth $19.1 billion.

This article is available online at:
http://www.forbes.com/sites/briancaulfield/2011/05/09/apple-blasts-past-google-to-become-
worlds-most-valuable-brand/
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The Harris Poll Names 2016 Brands of the Year

Technology Brands Experience Fast Jump in Brand Equity; Financial Institutions
Continue Slow March Toward Brand Equity Improvement

Netflix, Toyota, Fidelity Investments, Apple, Subway, The Home Depot, Della Airlines, Hilton Hotels and
More Take Top Brand Honors

Nintendo 3DS/308 XL and Zillow.com Show Significant Brand Equily Increases

NEW YORK, April 20, 2016 — The Harris Poll® today released its 28" annual EquiTrend Study, revealing the strongest brands in nearly
100 categories across the media, travel, financial, automotive, entertainment, retail, restaurants and household industries, based on
consumer response.

Measuring brands’ health over time, the EquiTrend Brand Equity Index is comprised of three factors -- Familiarity, Quality and
Purchase Consideration -- that result in a brand equity rating for each brand. Brands ranking highest in equity receive the Harris Poll
EquiTrende “Brand of the Year” award for their respective categories. This year, more than 97,000 U.S. consumers assessed more
than 3,800 brands across nearly 500 categories. The complete list of Harris Poll EquiTrend Brands of the Year can be found at:
www.theharrispoll.com/business/2016-Brands-of-the-Year.html (http://www.theharrispoll.com/business/2016-Brands-of-the-
Year.html). Additional information can be found at: www.theharrispoll.com/equitrend-information
(http://www.theharrispoll.com/equitrend-information).

“Consumers form impressions of brands long before they ever use them, based on their perceptions and what they may know from
trusted sources,” said Joan Sinopoli, vice president of brand solutions at Nielsen, which owns The Harris Poll. “This high level equity
is the gateway to eventual purchase; it also helps to protect brands from the consequences of an occasional misstep. The strength of a
company’s brand equity can have direct business and financial outcomes.”

The Harris Poll EquiTrend Brand Equity Index has been academically vetted[1] twice, showing that strong brand equity is associated
with strong financial performance, even during a financial downturn, such as experienced in 2007-2010.

The Biggest Gainers: Technology Brands on a Fast Rise

According to the Harris Poll study, 13 Brands of the Year have increased their equity rating by more than six percent since 2014, a
significant increase given the tendency for equity to resist rapid movement. Of the 13 equity risers, six are technology-related brands.
Nintendo 3DS/3DS XL demonstrates the largest brand equity increase (+16%) over a three-year period. Other rapid equity movers
include Samsung Galaxy Gear Watch, Netflix, YouTube, Sony Home Electronics and Zillow.com. Since last year, Nintendo 3DS/3DS XL
(+8%) and Zillow (+6%) show the largest equity increases.

“It’s no secret that technology has completely permeated our lives, and this is reflected by the range of technology brands
experiencing unusually rapid increases in equity,” said Sinopoli. “We watch, we wear, we listen, we play, and we connect, using
multiple devices to do so. We’re even shopping for real estate online. As U.S. consumers continue to conduct daily activities via
technology, we can expect technology brands delivering on their brand promises to make equity gains.”

Rapid Risers: Top 13 Brands of the Year with Largest Equity Increases

2014-2016

(Increases of 7 — 16 percent)

Brand Category

1. Nintendo 3DS/3DS XL Gaming Console

http://www.theharrispoll.com/business/2016-Brands-of-the-Year.html 5/18/2016
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2. Moe’s Southwest Grill Fast Casual Mexican Restaurant
3. Samsung Galaxy Gear Smartwatch Smartwatch

4. The Vanguard Group Investment Management

5. Netflix Video Streaming Subscription
6. Capital One Super Regional Bank[2]

7. YouTube Social Networking Site

[8. Lexus Vehicles Luxury Automotive

9. Sony Home Electronics Home Electronics

10. Zillow.com Online Home Search
11. KILZ Paint
12. Dyson Vacuum Cleaner

13. Macy’s Department Store Department Store

Source. The Harris Poll EquiTrende Study

Consumers Invest in Top Brands At Home

According to the 2016 Harris Poll EquiTrend research, non-technology brands on the rapid equity risers list show consumers’
willingness to invest in brands to improve their homes.

“It’s a cautious recovery, but consumers are paying more attention to brands that help them invest in comfortable, well-maintained
homes,” said Sinopoli. “Dyson and Kilz have topped their respective categories for years, and they continue to deliver on the
expectation of quality they have built over time.”

Financial Institutions March Slowly Toward Improved Brand Equity

The Harris Poll study indicates that consumers’ memories of the 2008 financial crisis may be receding; overall, financial institutions
continue their slow march toward improved brand equity. However, brand equity for some financial service providers are increasing
more quickly than others. The Vanguard Group, recognized by many consumers as a 401(k) provider, has increased its brand equity by
12 percent since 2014. Capital One increased its brand equity by 10 percent since 2014, likely helped by heavy promotion of its credit
card business.

“Our research, across multiple brand studies, shows that when considering investment firms, those providing 401(k) services tend to
have the strongest brand equity, likely because they are associated with a very well-defined consumer benefit, versus firms associated
with the banking/mortgage crisis,” said Sinopoli.

Methodology

The 2016 Harris Poll EquiTrend Study is based on a sample of 97,120 U.S. consumers ages 15 and over surveyed online, in English,
between December 22, 2015 and February 1, 2016. The survey took an average of 30 minutes to complete. The total number of brands
rated was 3,837. Each respondent was asked to rate a total of 40 randomly selected brands. Each brand received approximately 1,000
ratings. Data was weighted to be representative of the entire U.S. population of consumers ages 15 and over based on age by sex,

http://www.theharrispoll.com/business/2016-Brands-of-the-Year.html 5/18/2016
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education, race/ethnicity, region, income, and data from respondents ages 18 and over were also weighted for their propensity to he
online. Respondents for this survey were selected from among those who have agreed to participate in Harris Poll surveys. Because
the sample is based on those who agreed to participate in our panel, no estimates of theoretical sampling error can be calculated.

The Brand Equity Index is the keystone to the EquiTrend program, providing an understanding of a brand’s overall strength. A brand’s
Equity is determined by a calculation of Familiarity, Quality and Purchase Consideration. Brand of the Year is determined by a simple
ranking of brands.

These statements conform fo the principles of disclosure of the National Council on Public Polls.

About The Harris Poll

Over the last five decades, Harris Polls have become media staples. With comprehensive experience and precise technique in public
opinion polling, along with a proven track record of uncovering consumers’ motivations and behaviors, The Harris Poll has gained
strong brand recognition around the world. The Harris Poll offers a diverse portfolio of proprietary client solutions to transform
relevant insights into actionable foresight for a wide range of industries including health care, technology, public affairs, energy,
telecommunications, financial services, insurance, media, retail, restaurant, and consumer packaged goods. Nielsen acquired Harris
Interactive, Inc. (which operates The Harris Poll) in 2014. Contact (mailto:ConsumerinsightsNAInfo@nielsen.com?
subject=Information%20Request) us for more information.

Harris Poll EquiTrend study resulfs disclosed in this release may not be used for advertising, marketing or promotional purposes
without the prior written consent of Harris Poll. All third party trademarks are the property of their respective owners. Use of such
trademarks does not constitute or imply any sponsorship or endorsement.

The 2016 Harris Poll EquiTrend Brands of the Year

Industry Award Category Brand
Automotive Full Line Automotive [Toyota Vehicles
Automotive Luxury Automotive Lexus Vehicles
|Automotive [Motorcycle Harley-Davidson Motorcycles
Automotive Auto Service Center Discount Tire
Automotive Car Audio Bose In-Vehicle Audio
|Automotive |Motor 0il Pennzoil Motor 0il
Automotive 0EM Branded Infotainment Chevy MyLink
Automotive Online Auto Shopping Kelley Blue Book (KBB.com)
Automotive Tire Michelin Tires
Entertainment/Recreation [Movie Theater Regal Cinemas
Entertainment/Recreation Sporis League INFL (National Football League)
Financial Services/Insurance Discount Brokerage Fidelity Investments Financial Services
Financial Services/Insurance |Investment [The Vanguard Group
Financial Services/Insurance |Mobi|e Payment PayPal
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Financial Services/Insurance [National Bank CHASE Bank
Financial Services/Insurance Payment Card \Visa
Financial Services/Insurance Super Regional Bank Capital One
Financial Services/Insurance Tax Preparation IfurboTax
Financial Services/Insurance Auto Insurance JAAA Auto Insurance
Financial Services/Insurance Health Insurance Blue Cross and Blue Shield
Financial Services/Insurance Home Insurance [State Farm Home Insurance
Financial Services/Insurance Life Insurance [State Farm Life Insurance
Household Computer Manufacturer Apple Computers
Household Delivered Gifts Edible Arrangements
Household Digital Cameras Canon Digital Cameras
Household Gaming Console Nintendo 3DS/3DS XL
Household Home Electronics [Sony Home Electronics
Household [Media Streaming Device Google Chromecast
Household [Mobile Operating System |Apple i0S
Household Operating System Apple 0S X
Household Printing & Imaging HP Printing & Imaging
Household Smartphones Apple iPhone Series Smartphones
Household Smartwatch [Samsung Galaxy Gear Smartwatch
Household Tablet Computer Apple iPad Series Tablets
Household Wearable Fitness Tech Fitbit Fitness Trackers
Household [Major Appliance KitchenAid Appliances
Household Power Tool Craftsman Tools
Household Single Serve Coffee Maker Keurig Single Serve Coffee Maker
Household Small Kitchen Appliance KitchenAid Small Appliances
Household Vacuum Cleaner Dyson Vacuum
Household Cookware KitchenAid Cookware
Household Greeting Card Hallmark Greeting Cards
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Household Paint KiLz
Household Window Covering Hunter Douglas Blinds & Shades
Household [Moving Truck U-Haul Moving Truck Rental
Household Online Home Search Zillow.com
Household Online Job Search ndeed.com
Household Package Delivery UPS (United Parcel Service)
Household Real Estate Agency Real Living Real Estate
Household Wireless Carrier [Verizon Mobile Network
Media Health Information Website WebMD
eredia INews Service Google News
edia Social Networking Site YouTube
edia |Internet Radio Service Pandora Internet Radio
edia Factual Entertainment TV History Channel
edia General Entertainment TV JAMC Television Network (American Movie Classics)
edia [Kids' TV Discovery Family Channel
edia [Music TV Great American Country (GAC)

=1 = = = = = = = =T ===

edia Pay Cable TV Network HBO Television Network
edia Sports TV ESPN Television Network
edia TV Network IABC Television Network [TIED]
edia TV Network CBS Television Network [TIED]
edia TV News [The Weather Channel
edia TV Service Providers Google Fiber
Media Video Streaming Subscription Netflix
Non-Profit Animal Welfare Non-Profit rest Friends Animal Society
INon-Profit Disability Non-Profit Fpecial Olympics
Non-Profit Disabled Veterans Association anunded Warrior Project
rﬂon-Profit Environmental Non-Profit rNiIdIife Conservation Society
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Non-Profit Health Non-Profit Ist. Jude Children's Research Hospital
Non-Profit |International Aid Non-Profit Food For The Poor
INon-Profit Social Services Non-Profit Habitat for Humanity
Non-Profit Youth Non-Profit Girl Scouts of the USA
Restaurants Burger Restaurant n-N-Out Burger
Restaurants Casual Dining Restaurant HOP (International House of Pancakes)
Restaurants Chicken Restaurant Chick-fil-A
Restaurants Coffee & Quick Service Restaurant Dunkin' Donuts Stores
Restaurants Fast Casual Mexican Restaurant Moe's Southwest Grill
Restaurants Italian Dining Restaurant Olive Garden Italian Restaurants
Restaurants Pizza Chain Pizza Hut
Restaurants Sandwich Shop ISuhway
Retail Department Store Macy's Department Store
Retail Discount Shoes Store DSW Shoes
Retail Electronics Store rest Buy Stores
Retail Hardware & Home Store [The Home Depot
Retail Luxury Department Store Nordstrom Department Store
Retail Off-Price Retailer |TJ Maxx Stores
Retail Online Computer Retailer lpple.com Online Electronics Retailer
Retail Online Department Store Kohls.com Online Department Store
Retail Sporting Goods Store Cabela's
Ilravel Full Service Airline Delta Air Lines
ITraveI Value Airline routhwest Airlines
IIraveI Economy Hotel Microtel Inn & Suites
lIraveI Extended Stay Hotel Homewood Suites by Hilton
l(ravel Full Service Hotel Hilton Hotels & Resorts
IIraveI Luxury Hotel W Hotels and Resorts
Irravel Mid-Market Hotel Hampton Inn & Suites
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l(ravel Cruise Line Disney Cruise Line

IIraveI Online Travel Service Expedia.com

[1]1 The Harris Poll EquiTrend methodology has heen validated by academic business experts in the Journal of Marketing Research
(1994) and /nternational Journal of Research on Marketing (2012).

[2] A mid-sized bank that has a significant presence in a geographical region across multiple states.
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5 Cartier 6:897

61 6,845

g Xerox g,

63 Allianz @) 610

64 e 6,471

RPORSCH-E

65 @ 6,203
66 % 6,192
I
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68 Panasonic 5.821

69 5,811
70 5,756
71 Morgan Stanley 5,724

72 PRADA 5,570

: VISA

75 TIFFANY & CO. 5.440

77 BURBERRY 5,189

78 I 4,980
79 "‘ 4,899
Adobe
80 @ 4,865
Jorm DEERE
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81 g»uﬁutm uﬂu-ﬁvmﬂ:m. 4,777

82 4,745
83 4,708
84 & Santander 4660

8 DURACELL 4,645

86 4,642

87 4,610

88 REALPFH LAUREN 4,584
el

89 gy 4,578
CHEVROLET

90 4,428

91 4,399

92 Heineken 4,331
open your wortd

93 (!Iun;mu‘ 4,276

http://www.interbrand.com/en/best-global-brands/2013/top-100-list-view.aspx#[11/4/2013 11:46:49 AM]
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94 . Dizza fiutl 4,269

95 4262

96 4,230

97 4206
FFFIFl

99 MOET & CHANDON 3,943

100 3,920

Copyright © 2013 Interbrand. All Rights Reserved.
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Interbrand’s 2012 Best Global Brands report, including detailed sector analyses, is
available in full on interbrand.com and bestglobalbrands.com. The Best Global Brands
website also includes in-depth CMO interviews and interactive charts & graphs.

Interbrand’s 2012 Best Global Brands

2011 | BRAND SECTOR 2012 BRAND | % CHANGE
RANK VALUE Sm Brand Value)

WooNDU D WN =

N/A

Coca-Cola
Apple

IBM

Google
Microsoft
GE
McDonald'’s
Intel
Samsung
Toyota
Mercedes-Benz
BMW

‘Disney
‘Ciseo

HP*

Gillette

Louis Vuitton
Oracle

Nokia

y Amazonsuy

g AR,

Honda ¢
Pepsi

H&M
American Express
SAP

Nike

uers

IKEA
Kellogg’s
Canon
Budweiser
J.P. Morgan
HSBC
Pampers
Nescafé
eBay

Zara

Gucci
Volkswagen
Sony
Philips
L'Oréal
Accenture
Thomson Reuters
Ford

Beverages
Technology
Business Services
Technology
Technology
Diversified
Restaurants
Technology
Technology
Automotive
Automotive
Automotive
Media

Business Services
Technology
FMCG

Luxury

Business Services
Electronics

Internet Services :

Automotive
Beverages

“Apparel

Financial Services
Business Services
Sporting Goods
Transportation
Home Furnishings
FMCG

Electronics
Alcohol

Financial Services
Financial Services
FMCG

Beverages
Internet Services
Apparel

Luxury
Automotive
Electronics
Electronics

FMCG

Business Services
Business Services
Automotive

77,839
76,568
75,532
69,726
57,853
43,682
40,062
39,385
32,893
30,280
30,097
29,052
27,438
27,197
26,087
24,898

23,577,

22,126
21,009
18,625
17,280

16,594

ey 57l

SN0

15,641
15,126
13,088
12,808
12,068
12,029
11,872
TRl
11,378
11,296
11,089

10,947

9,488
9,446
9,252
9,111
9,066
8,821
8,745
8,444
7,958

8%
129%
8%
26%
-2%
2%
13%
12%
40%.,
9%
10%
18%
-5%
7%
-8%
4%
2%
28%
-16%
46%
-11%
14%
1%
8%
8%
4%
4%
8%
6%
3%
ESD0
-8%
-4%
NEW
-8%
12%
18%
8%
18%
-8%
5%
1%
9%
-11%
6%

Interbrand
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N/A

100

Heinz
Colgate
Goldman Sachs
Deit

Citi

Siemens
Danone
Hyundai
Morgan Stanley
Audi
Nintendo
Nestlé

AXA

Xerox
adidas
Caterpillar
Allianz
Hermes

KFC
Panasonic
Sprite

MTV

Cartier
Facebook
Tiffany & Co.
Avon
Porsche
Nissan

< .Visa
““Shell

Santander:

3M :

Adobe

Johnson & Johnson
Kleenex

Jack Daniel’s
Burberry

Johnnie Walker
Prada

* “John'Deere

Pizza Hut
Kia

. Starbucks

Corona

Smirnoff
Ralph Lauren

Heineken
BlackBerry.
MasterCard
Credit Suisse
Harley-Davidson
Yahoo!

Mo&t & Chandon
Ferrari

Gap

FMCG

FMCG

Financial Services
Technology
Financial Services
Diversified

FMCG
Automotive:
Financial Services
Automotive
Electronics

FMCG

Financial Services
Technology
Sporting Goods
Diversified
Financial Services
Luxury
Restaurants
Electronics
Beverages

Media

Luxury

Internet Services
Luxury

FMCG
Automotive
Automotive

Financial Services. .-

Energy

Financial Services
Diversified’
Technology
FMCG

FMCG

Aicohol

Luskury

Alcohol

Luxury
Diversified.
Restaurants
Automotive
Restaurants
Alcohot

Alcohot

Apparel

Alcohol
Electronics
Financial Services
Financial Services
Automotive
Internet Services
Alcohol
Automotive
Apparel

1%
7%
-16%
-9%
-12%
~590%
8%
24%
" 9%
17%
-8%
5%
1%
5%
9%
13%
16%
15%
2%
14%"
2%
-12%
15%
NEW
15%
-4%
12%
30%
110\0/0
7%
-6%
18%
9%
8%
-7%
1%
16%
12%
NEW
16% i
2%
NEW
11%
3%
5%
NEW
3%
-39%
NEW
-5%
10%
-13%
-13%
5%
-8%

Interbrand
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ENGLISH =+ | CONTACTUS | SEARCH
SEARCH SITE
I t b d Creating and managing
H eI‘ I’ﬂIl brand value™ ABOUTUS  OURWORK  KNOWLEDGE  BEST GLOBAL BRANDS ~ NEWS ROOM  CAREERS  OFFICES

BEST 2011 Ranking of the Top 100 Brands
GLOBAL o

Previous . Change in
B R A N D S Rank Rank Brand Region/Country Sector Brand Value ($m) Brand Value
2 0 1 1 1 1 United States Beverages 71,861 2%
2 2 United States Business Services 69,905 8%
3 3 United States Computer Software 59,087 -3%
Top 100 Brands
Interactive Charts 4 4 United States Internet Services 55,317 27%
Methodology 5 5 United States Diversified 42,808 0%
Top Brand Interviews
P 6 6 United States Restaurants 35,593 6%
Articles
7 7 United States Electronics 35,217 10%
'] in| @ SIGN UP
FOR UPDATES 8 17 United States Electronics 33,492 58%
2011 REPORT: . .
Read Online 9 9 United States Media 29,018 1%
Download
For iPad . .
T 5
Top 100 Poster 10 10 United States Electronics 28,479 6%
11 11 &y B Japan Automotive 27,764 6%
., ¥
12 12 \ A:" Germany Automotive 27,445 9%
PREVIOUS YEARS -
2011 ranking 13 14 bl United States Business Services 25,309 9%
2010 ranking Cisco
2009 rankin
2008 ranking 14 8 INOKIA Finland Electronics 25,071 -15%
2007 ranking .
2006 ranking . 5
2005 ranking 15 15 @ Germany Automotive 24,554 10%
2004 ranking
2003 ranking T 1 4 . EM 2 7 o
2002 ranking 6 3 Gilletie United States cG 3,99 3%
2001 ranking
17 19 South Korea Electronics 23,430 20%
BEST GLOBAL BRANDS 2011: T Y France Lusory 23172 6%
Now available for iPad el
19 20 Japan Automotive 19,431 5%
20 22 United States Business Services 17,262 16%
21 21 Sweden Apparel 16,459 2%
22 23 United States Beverages 14,590 4%
23 24 United States Financial Services 14,572 5%
E Powared By 24 26 L= Germany Business Services 14,542 14%
pixelmags v
25 25 V United States Sporting Goods 14,528 6%
PRESS & MEDIA
26 36 amazoncom United States Internet Services 12,758 32%
Karen Burke

Global Chief

http://www.interbrand.com/en/best-global-brands/best-global-brands-2008/best-global-bra... 10/5/2011
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Communications Officer ; ;
Previous . Change in
- +
+1 212 798-7646 Rank Rank Brand Region/Country Sector Brand Value ($m) Brand Value
Lindsay Beltzer
Global Public Relations 27 31 @ United States Transportation 12,536 6%
Associate
+1212 798-7786
28 29 United States Financial Services 12,437 1%
BGB BADGE 29 30 2y United States Alcohol 12,252 0%
Are you a Best Global
Brand? Contact Jessica 30 27 NESCAFE Switzerland Beverages 12,115 -5%
McHie for the BGB badge = 9 ’ °
and guidelines for usage.
31 28 ¢ l-ul Sweden Home Furnishings 11,863 -5%
TOP 100
BEST GLOBAL 32 32 HSBC X» United Kingdom Financial Services 11,792 2%
BRAND 2011
33 33 Canon Japan Electronics 11,715 2%
Interbrand 34 35 ﬂw?( United States FMCG 11,372 3%
[+ 35 34 SONY. Japan Electronics 9.880 -13%
BEST GLOBAL GREEN BRANDS
36 43 m v United States Internet Services 9,805 16%
Which brands lead when it ’
comes to the environment. =)
Find out in our Best Global 37 39 L Canada Media 9,515 6%
Green Brands report. THOMSON BESTERS
gﬂ% Tl 38 37 .m United States Financial Services 9,091 3%
I::
# 39 44 cuccl Italy Luxury 8,763 5%
40 45 LOREAL France FMCG 8,699 9%
41 42 PHILIPS Netherlands Electronics 8,658 0%
42 40 C|t| United States Financial Services 8,620 -3%
43 41 @ United States Electronics 8,347 -6%
44 48 TARA Spain Apparel 8,065 8%
45 47 EG(!EIEHI'E United States Business Services 8,005 7%
46 49 SIEMENS Germany Diversified 7,900 8%
47 53 @ Germany Automotive 7,857 14%
48 38 (Nintendo) Japan Electronics 7,731 -14%
49 46 m United States FMCG 7,609 1%
50 50 @ United States Automotive 7,483 4%
51 51 United States FMCG 7,127 3%
52 58 France FMCG 6,936 9%
53 56 E France Financial Services 6,694 0%
54 52 MorganStanley United States Financial Services 6,634 -4%
55 57 55 Nests Switzerland FMCG 6,613 1%
56 54 T BlackBeyry, Canada Electronics 6,424 -5%

http://www.interbrand.com/en/best-global-brands/best-global-brands-2008/best-global-bra... 10/5/2011
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http://www.interbrand.com/en/best-global-brands/best-global-brands-2008/best-global-bra...

Rank Prs;ir:)kus Brand Region/Country Sector Brand Value ($m) B?::Q%/ZIiSe
57 59 Xerox Q-‘,“ United States Electronics 6,414 5%
58 55 m United States Media 6,383 5%
59 63 qmiD Germany Automotive 6,171 13%
Aun
60 62 ==odidos Germany Sporting Goods 6,154 12%
61 65 A0 HYunnm South Korea Automotive 6,005 19%
62 60 Em United States Restaurants 5,902 1%
63 61 Sﬁﬁh’. United States Beverages 5,604 -3%
64 70 FATERPIRLAR" United States Diversified 5,598 19%
65 64 AVYOHN United States FMCG 5,376 6%
66 69 France Luxury 5,356 12%
67 67 "“ﬂ.’ﬂ!’@ Germany Financial Services 5,345 9%
68 68 Spain Financial Services 5,088 5%
69 73 Panasonic Japan Electronics 5,047 16%
70 77 E‘;(ff(‘c?' France Luxury 4,781 18%
71 71 \{ﬂﬂﬂﬂag United States FMCG 4,672 3%
72 72 a Germany Automotive 4,580 4%
73 76 Prrrasy & Coy United States Luxury 4,498 9%
74 81 @ Netherlands Energy 4,483 12%
75 sz VISA  nied stares Financial Services 4,478 12%
76 66 YAHOO! United States Internet Services 4,413 1%
77 79 mtr&?ﬁ‘nm France Alcohol 4,383 9%
78 78 United States Alcohol 4,319 7%
79 74 W EARCLAY S United Kingdom Financial Services 4,259 1%
80 88 m United States Computer Software 4170 15%
81 83 ﬁ United States Restaurants 4,092 3%
82 80 CrepmSuisse™ Switzerland Financial Services 4,090 2%
83 75 Iyl daiien United States FMCG 4,072 -2%
84 84 EAD United States Apparel 4,040 2%
85 90 m United States Diversified 3,945 10%
86 85 {orona Mexico Alcohol 3,924 2%
Eairs

Page 3 of 4

ABOUT US
Interbrand
Interbrand Companies
InterbrandHealth
Interbrand Design
Forum
BrandWizard
Interbrand Foundation
OUR WORK
By Client
By Discipline
Analytics
Brand Strategy
Brand Valuation
Corporate Design
Digital Strategy
Digital Brand
Management
Health
Internal Brand
Engagement
Naming
Packaging Design
Retail
Verbal Identity
KNOWLEDGE
Branding Studies
Papers & Articles
Blog
Books
Brandchannel
Q
BEST GLOBAL BRANDS
2011 Report
2010 Report
Previous Years
Methodology
Best Global Green Brands
NEWS ROOM
Press Releases
In the News
Awards & Recognition
OFFICES
Our Local Offices
Contact Form

10/5/2011
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Rank Previous Brand Region/Country Sector Brand Value ($m) Change in
Rank Brand Value

87 87 MIVEA | Germany FMCG 3,883 4%

88 92 - United Kingdom Alcohol 3,842 8%

89 89 Era- United Kingdom Alcohol 3,841 6%

90 NEW A, Japan Automotive 3,819 N/A

S

91 93 * Hetneker Netherlands Alcohol 3,809 8%

92 86 % l_.' [;5 Switzerland Financial Services 3,799 0%

93 95 ARMANI ltaly Luxury 3,794 10%

94 94 g B Switzerland Financial Services 3,769 8%

ZURICH

95 100 BURHERRY United Kingdom Luxury 3,732 20%

96 97 ﬁ United States Restaurants 3,663 10%

97 NEW e United States Diversified 3,651 N/A

SOk DEERE

98 NEW nTC Taiwan Electronics 3,605 N/A

99 91 FEPrari Italy Automotive 3,591 1%

100 98 I@ United States Automotive 3,512 7%

rss Bl | COPYRIGHT © 2011 INTERBRAND. ALL RIGHTS RESERVED.| brandchannel
SIGN UP
FOR UPDATES
Take me to the form
http://www.interbrand.com/en/best-global-brands/best-global-brands-2008/best-global-bra... 10/5/2011
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gnglish ¥ Gearch

Page 1 of 4

SEARCH SITE

i

hlt b y d Creating and managing
er raﬁ brand value™ ABOUT US QUR WORK KNOWLEDGE BEST GLOBAL BRANDS NEWS ROOM OFFICES
B RA N DS 2010 RANKINGS Print
201 0 T Rank  ovious Brand Country of Origir Sector Brand Value (§my o 2198
Rank J YO ec Brand Value
B 1 feaply  united States Beverages 70452 2%
2 2 United States Business Services 64,727 T%
Top 100 Brands 1
" # 3 3 United States Computer Sofiware 60,895 7%
Meathodology
Brand Leader Conversations 4 7 United States internet Services 43,557 38%
) = & 5 4 United Siates Diversified 42.808 -10%
QOO sow |
FOR UPDATES
B8] 8 8 United States Restaurants 33,578 4%
Read online:
 Full Report I o (intel. United States Electronics 32.015 4%
| Downloads: ¢
Report {US format} 8 5 P Finland Elecironics 29 495 15%
Report (UK format)
. Top 100 Poster H
[# 9 10 '&%MP United States Media 28,731 1%
|
10 11 @ United States Electronics 26,867 12%
11 8 CEYTOVOTA Japan Automotive 26,192 -16%
12 12 @ Germany Automotive 25179 8%
13 Gillette United States FMCG 23,298 2%
14 14 sl G sies Business Services 23,219 5%
£isC0
15 18 Germany Automotive 22,322 3%
16 16 France Luxury 21,860 P
Fonii ol
A
[ 20 ; United States Efectronics 21,143 3% |
[ 18 17 “ﬁl‘n‘ﬂ?ﬁ United States Tobacco 18.961 5%
LI 3 W South Korea Electronics 19,491 1%
4
E 20 18 o Japan Automotive 18.506 4%
I HONDA
! 21 21 %M Sweden Apparei 16,136 5%
i (i 22 24 CHRALE United States Business Services 14,881 9%
F 23 23 United States Beverages 14,081 3%
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PREVIOUS YEARS

2010 ranking
2009 ranking
2008 ranking
2007 ranking
2006 ranking
2005 ranking
2004 ranking
2003 ranking
2002 ranking
2001 ranking

BGB BADGE

Are you a Best Global
Brand? Contact Lisa Kline
for the BGB badge and
guidelines for usage.

OBAL

BEST ¢
BRAND 2019

i St}

PRESS & MEDIA
Lisa Kline
+1 212-798-7647

tindsay Beltzer
+1 212 798-7786

http://www.interbrand.com/en/knowledge/best-global-brands/best-global-brands-2008/best-global...

'riﬁ‘RTb & GRAPHS
|+ 24 22

0P RISERS & FALLERS
2 whid brande26
z the biggest

¢l st
1 brand vatue in
26 27

USTRY INSIGHTS
[ 30
FiRd out which sectors 2

nerformed best from Z00¥
r{F}010.31 31 ﬂis:.s

HSBC €
Lanon
SONY
35 34
# s 43
s 38
38 38
39 40
PR —
40 36 Cm
41 35 H
| 42 42 PHILIPS
| 43 45
44 41 GUCCH
| 45 44 LOREAL
46 48 m
48 50 ZARA
# 49 47 SIEMENS
50 49
st 52
£2 57
53 55

United States

United States

Germany

Switzerland

Sweden

United States

United States

United States

United Kingdom

Japan

Japan

Uniled States

United States

United States

Japan

Canada

United States

United States

Netherlands

United States

ftaly

France

United States

United States

Spain

Germany

United States

United Siates

United States

{ermany

Financial Services

Sporting Goods

Business Services

Beverages

Home Furnishings

Financial Services

Alcohol

Transporiation

Financal Services

Electronics

Etectronics

FMCG

internet Services

Financial Services

tectronics

Madia

Financiaj Services

Electronics

Electronics

Internet Services

Luxury

FMCG

FMCG

Business Services

Apparel

Diversified

Automotive

FMCG

Financial Services

Automelive

13,944

13,706

12,756

12,753

12,487

12,314

12.252

11,826

11 561

11,485

11,356

11.041

8,990

8,976

8,887

8880

8 695

8453

8,345

7,981

7,481

7.488

7,315

7.185

6,919

6,911

6,892

Page 2 of 4

7%
4%
4%
4%

29%

8%
23%

1%

-2%

=23
2
P

-13%

%

15%

2%

3%

4% l

;
i
;
{

3%
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B3 54 63 Canada Electronics 6,762 32%

& 55 54 United States Media 6,719 3%

[+ 56 53 France Financial Services 6,694 3%

57 58 Switzerland FMCG 6,548 4%

58 60 France FMCS 6,363 %

59 56 United States Efectronics 6,109 -5%

&0 61 United States Restaurants 5,844 2%

Ex 61 /A United States Beverages 5777 0%

# 82 52 ad Cermiany Sporting Goods 5,495 2%

# 83 &5 {»}}t{% Germany Automotive 5461 9%

Aards

54 67 AV O N Unied States FMCG 5,072 3%

{# 85 69 G HYLINEIER South Korsa Automotive 5,033 9%

[H 86 B84 WAROO Uniled States internet Services 4,958 -3%

&7 81 Alljanz @ Germany Financial Services 4,904 28%

88 NA Spain Financiai Services 4,846 0% |

69 70 ﬁg@g‘g‘%s France Luxury 4,782 %

Faans

70 66 CATERPILIAR United States Diversified 4,704 %

71 71 @W@f United States FMCG 4536 3%

72 74 @ Germany Automotive 4,404 4%

= 73 75 Panasonic Japan Electronics 4,351 3%
i

74 NiA B BARCIAYS United Kingdom Financial Services 4,218 0% i

75 80 Gohasenafoboums United States FMCG 4,158 8% E

FE s 76 Tsany&Co United Staies Luxury 4,127 3%

77 77 Comrdior Feance Luury 4,052 2%

78 NiA Unitett States Alcohol 4,036 0%

[ 70 82 mﬁ?@m France Alcohot 4021 %

50 NiA Crevss Susssat™ Switzerland Financial Services 4,010 0%

i 81 82 Netherlands Energy 4003 24%

82 94 vISA United States Financial Services 3,998 26% ‘
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ABOUT US

Interbrand

Interbrand Companies
InterbrandHeaith
interbrand Design
Forum
BrandWizard

Interbrand Foundation

Page 4 of 4

83 79 tnited States Restaurants 21973 2%
& 84 78 United States Apparel 3,961 1%
85 N/A Mexico Alcohol 3,847 0%
86 72 Switzerland Fmancial Services 3,812 13%
87 86 Germany FMCG 3,734 5%
88 g5 United States Computer Software 3,626 15%
89 84 United Kingdom Alcohot 3,624 2% |
90 NIA Uniled States Diversified 3,586 0%
91 88 ftaly Automotive 3,562 1%
92 N/A United Kingdom Alcohol 3.557 0%
a3 NIA Netherlands Alcohol 3,516 0%
o4 N/A Switzerland Financial Services 3,495 0%
85 89 Italy Luxury 3,443 4%
[+ 96 91 France FMCG 3403 5%
: B o7 a0 United States Restaurants 3339 2%
98 73 United States Automotive 3,281 -24%
a9 100 Cimead FMCG 3,241 s%ﬁ
100 98 e ? B United Kingdom Luxury 3,110 0%
OUR WORK KNOWLEDGE BEST GLOBAL BRANDS NEWS ROOM OFFICES
By Client Branding Studies 2010 Report Press Raleases QOur Local Offices
By Discipline Papers & Articles Previous Years In the News Contact Form
Analytics Bleg Methodology Awards & Recognition
Brand Strategy Books

Brand Valuation Brandchannel
Corporate Design
Digital Strategy
Digital Brand
Management
Health

Internal Brand
Engagement
Naming
Packaging Design
Retail

Yerbal 1dentity

SIGN UP
FOR UPDATES

Take me to the form

http://www.interbrand.com/en/knowledge/best-global-brands/best-global-brands-2008/best-global...

755 BB | BOOKMARK COPYRIGHT ® 2010 INTERBRAND. ALL RIGHTS RESERVED. | brarkichanasi

9/20/2010



EXHIBIT 5



910Z spue.d [eqo|9 8|Gen|eA 150l 001 doL ..zpuelg

13K SIU3 Pa3eIsal S| aN[eA pueIq S)i PUB JapIA0Id WOD3[e) B Se pan|eA mou st LIN
U617 PNg SePN|OUI IBSISMPNE JO BN[EA PURIE 3YL
0137 pue 5131 'S1YBIT SIPNIDUI B[0D-2203 JO ANfeA pueig By L

353UBIY G G 01 | JO B[e3S B UO ‘3N[EA [RIDUBU UO SUO[e PUBIT JO 8DUSN|JUI 3U) SSINSESW UOANGLIUOD puelg
(612qWO0|g PUE [1R}9Y JRIURY WOJ) BIEP BUIPNIOUL UMOIE PIEMIIIN / . ZPURIE :92IN0S

12MVIH 3UOJDPOA
oz %e s z59'8l ABojouysay R - %br- < 05295 S19PIAOId WOI39L [ sz
- %0L- L 68761 ABojouydaL SOTIDOVelO s v %92 v vl |12aeddy X vz
s- %0~ v 06761 ABojouysay % 8y % %2t 3 ss1s S19PIAOId W3S ] nﬁ. sz
W/N W/N z 25561 S19PIAOId WOIDDL LIN @ Ly z % < $20'68 ABojouysay % 2z
5- %LL- z £19'61 s)ueg jeucibey 0% 21 2% B O] lo o 8 %6t v 595 pood ised % 1z
6 %8l1- v G596l s)ueg jeucibey st 0 %51 v oy sjuswhed %&g oz
m %S 5 1zg'6l Kanxnq v 0 %ST v 6226 uswuleMsIU &mzwe_@ 6l
, . . / Cod, : D5 @aEe
8 %9 z 9/z'0T sjueg |eqolo < DIdSH s S %92 4 8626 ey dnoio eaeaiy 028 &
s- %L z 85Iz ABojouysay @ 44 T %t v 918’6t sas160 g i
- %b- v 19512 pood isey % I T %6- z 6075 sjes0W0|6U0D @ al
9 %S s Sv6'lT S19PINCAd WODBPOL Jeisinow i o 9 e 5 — e — alqoN euo //\\\\./ -
v %t v 80/°2e sies ZUdg-$9PaON @ 65 z %1- 3 05’85 sjueg jeuoiboy vl
s %sl g s18°ce ABojouyday U..:w:uuum 8s G- %p- G 1508 syuua uos st
o %t 5 le'ze 213 Aqea Siadwgy /¢ z- %S 3 YTV ovdeqoy 4l
sSldvd
z %L % ves'se 24e3 |euosiad VIHO = 0 %11 1% Y68 ABojouysay m
L %vL £ lze'se 12deddy VAVYZ s 9- %8- 4 902'98 ABojouydar oL
6- %08- % 1r9'9z sjuswAed o 0 %6 1% ¥59'88 pood 3sed spleuoaow 6
L % v 158'9¢ sied @ s T- %8 13 0zz's6 S49PIAOId WOIIIL \,CON_L¢> 8
9- %Ss¢C- Z sLT'Le IR Jeuwjepy L %65 ¢ 886'86 reey uozewe L
z %S v sz6'/z 1908 Is 1- %01 v 008001 suswiAed <m§> 9
z %Y 4 805'8C Kanxnq [0} /A %ty v 155201 ABojouydaL )jooqadnj s
8- %Lz v 05062 KBojouysay 62 z %02 3 185101 S19PIAOId WOI3DL v
VL1OAOL
z %z s 105'62 sied () 8¢ 0 %S 3 28121 ABojouydayL 3
s %sl- z 189'sS s)ueg euoiboy ‘;&WMEHWE @ ogdl 1- %8- s 09v'822 ABojouysay z
X
S %CS z ovv'og ne3ay ﬂ 9z T %2S 4 861'62¢C ABojouyday L
SL0Z "SA 910Z ) 5102 'SA 910T .
Auey anjeA pueig pueig IeA puedg Auey anjeA pueig pueig |eA pueig

9102 spupig [0JOorY S[PNOA
1SOIAL 001 dOJ.. 7ANVY4g

LYVHD 00LdOL < 001 dog, podorD syl

9102 Spuwnig [0dorY S[qPNIOA
1SOIAl 00T dOol .. 7aNVvid

001 dog, podom eyl g




910Z spue.d [eqo|9 8|Gen|eA 150l 001 doL ..zpuelg

20D pue 9214-1e6NS SPNOUI [ING PaY JO BN[EA PURIg UL
51310 S8PN|OUI 1S0ad JO BN[EA puRIg YL

353UBIY G G 01 | JO B[e3S B UO ‘3N[EA [RIDUBU UO SUO[e PUBIT JO 8DUSN|JUI 3U) SSINSESW UOANGLIUOD puelg
(612qWO0|g PUE [1R}9Y JRIURY WOJ) BIEP BUIPNIOUL UMOIE PIEMIIIN / . ZPURIE :92IN0S

aqopy

M3AN %y z ovvoL ABojouyday W4 oo s %0 s 780'SL sied @ st
M3N %S z 9601 n1eloy ,_\,_&mr@u\o ﬂ 66 It %l- s s6l'sL sied YAONOH
1 - -
M3N %0L @ S¥S'ol @dueinsu| L tonoy @ 86 L- %61- ¥ 66L°SL sansi6o Semmrow= o/
M3IN %6 4 675°0L 1928 UANIUIH 16 6- %ve- L 90Z'sL seo g 110 zL
. ) VIO 10 v
sl- %8l- L zss‘ol seo 2110 ¥ o6 9- %9L- z $08'sl S)ueg |euoiboy 539 @ b @ v
o )
o %0 z 682'lL s)ueg |euoiGay . BoHsulyjojueg g6 z %G~ z 86071 s)ueg |euoibay SENQB oL
4 %C z SPE'll Si9PIAOAd WoIDIBL Juegijos ve s %S s e syueg |euoi6ay YNvE 94aH LHEE
MaN v S9P'LL 10403}y 91 6 62 %6 z L9p*pL ey O31SOD ©°
. . 03s1
L %L z 6LY'IL sied e 26 0 %0l z 805Vl ABojouyday apfee 49
8l- %6l- z 605'LL neloy A go 2l %lz- L or6'pL seo g 110 % 99
Ny 9,
4 %S s £99'1L Syua yos .__mh_ﬂw_ 06 sz %S¢ 4 0l6'SL suswied [odApd ‘ 59
2l %zl- z SY6'LL s)ued jeqo| ues JIOINA ©® ol- %le- 3 Lzzol swegeuoison ¢ yuegyyeomuowmon  v9
MaN %Ll 2 vL0'2L ey Mfoeureyd/SAD ss ol %L1~ 4 95zl sansifo xg £9
s %b z 120 neloy E 8 zl- %6l- z lssoL Syueg [euoiBoy tﬁ%KMF 5 o
& %L- v 88Izl SHuKa Hos is0edfg s 6- %L1 v 0ov'aL o183 [euosiad S 1o
¢} %L 14 rls'el ABojouydar @E pauI]  ss gl- %0¢- £ £PS'ol syueg [euoi6oy E 09
S %9 < oggeL syueg |euolbay mm<—|_u 8 ¢ %~ z 21201 esueansu| Wﬂum_ﬁ &
wame
2l %8l- L szl sen 2110 «® 53 6- %8l L 8s8'9L seo g 110 __QOECOVMAN 85
L %e- 3 985l pood 3sed A I %9 z oLl soueansu _W/M_HG_W_AM /5
el %61- 4 S8YTL sjesswo|Buod SNINIIS = v %z [ SS0'LL s)ueg jeqo|o 1110 o
- %6~ S 2652l Kanxn J]OON9Y o8 6 %9 £ 280'sL ey E ss
.
- %8- 4 s99'zlL 12eddy 6L 3 % v 6ls'sl a4eD [euosiad ayeb/0> RS
4 %L s sze'el S49PIACAd W0dDJDL 8L 8 %9 s sov'sl S19PIACAd WOdDBJDL S
8l- %L s £88'CL S)ueg jeuoibay 7 9 %S s sLs'sl S19PIACAd WOIBJRL v.-.m zs
MIN  %lT z 100'sL nelay 9L 5 %L z zs9'8l ABojouyday IS
SLOZ "SA 910Z . SLOZ 'S 910C .
mwnmsu abueyd % :”Wﬂn_\_ucou m_erm w—mw\_ KioBaye)d pueig wmumsu abueyd % :”_mu\ﬂn_b:ou w::ZM o—mw KioBajed pueig
e e pueig pueig IeA pueig ey o bueig pueig leA pueig

9102 spupig [0JOorY S[PNOA
1SOIAL 001 dOJ.. 7ANVY4g

LYVHD 00LdOL < 001 dog, podorD syl

910

Z SpupIg [PAOTS) S[AONIOA

1SOIAl 00T dOol .. 7aNVvid

001 dog, podom eyl g




65 GT0Z Spueig 1egO]D 219eN|eA 1SOW 00T dol w.Zpuelg 8§

JUBI7 png SapNIoUL JRSIIMPNG
0187 pue 51310 ‘SIYBI] SAPNIOUI £10-2300

153UBIY G °G 01 T JO ]S B UO ‘3NjeA [eIDUBUY UO SUOIR PUBLQ JO 32UBN|UI BU) S3INSE3W UOHNGLIUOD pueig
(B2quioo)g pue |Ieyay Jejue)y ‘Zpueig woJj e1ep Buipnidul) umoig premilily :321N0s

% %TT T 68102 s)yueg jeuoibay nwmayms @ oS 1- %TT 4 £60°88 sjuswifeq ﬂg sz
I % 1 2oz sen 2110 IgoNuoXkg v s- %S s s2z'8s ABojouydal pavsiG
- %e- 3 66502 syueg jeuolboy 7/ cgpeomuouwony 81 &= %9 s 19’88 S43pIn0Id WOd3)RL zﬁ? sz
0 % v 85902 s)ueg jeuoibay E Vg s %8- 4 808'8s Syueg jeuoibay DueTE: @ D8
0 %2 < ST2'12 SI9PINOId W03 Jejsinow i 9t 4 %SS S oo A6ojouyday ane_mm 174
91~ %L1~ 4 209'1e ABojouyday % St 2 %2 14 88T'0Y sjuswheq 0z
T %Y 2 0892 ABojouysay SODTIDVelO v 4 % S 296'2y juswuresuy 67
T- %1 v 9812 sied 7Uag-5IPOIAIN @ st - %6 S 86.'T5 sansiboq 81
G- %G~ 3 95022 124eddy VIaAaVZ o S- %S 4 2/2'65 ajesawo)lbuod VA
8- %21- 2 59022 syueg jeuoibay HUg UoNINASUIOD euyD 112 s- %6 s 0T$'65 s)ueg jeuoibay 91
I3 %L I 19522 poojisey % o 0 %02 2 568'65 S19PIN0d WOD3)BL bm.mn_w_rm @ ST
o1 %87 3 65052 ABojouysay 6 - %8~ 4 262'29 ey woouozewe
2- %0 2 9/s'se a4e) Jeuosiad 8¢ AYLN3 MIN z §/5'99 ey i W%wmﬁ‘w@ 1
z %S S 15152 aie) Aqeg L8 6 %66 4 T2TTL ABojouyday E 2T
2 %9 2 686's2 syueg jeuoibay os 3 %St S 2LS'9L KBojouysay Mg oo U]
- %1T- 3 620'72 syueg jeqon ¢ 1- %61 3 255°08 oddeqoy E o1
2- %2 v 6592 sie) @ s - %S 14 29T'18 poojisej spleuoaosw 6
[ %6 v 15992 192 33 2 % S 8's8 $}uLQ Hos M&\%g 8
z %9 S Svi'e Kanxn 2 14 %98 3 600'98 S43PINCId WOD3)DL rﬂu__\t\_/ L
6 %52 2 S0 ney W Ny o1 [ %ST s 26168 S43PINOId WOD3DL e “\W 9
b- %e- v ST6'82 s1ed <M»%_ 0g z %9T 1% 29616 siawifeq VSIA -
2z %t v s18'62 pooy iseq B % 62 T %ET- 4 186'56 ABojouysay M"l.n.hw MM 4
9 %12 14 L1L'6e 124eddy X 82 T %82 4 00S'STT ABojouyday YOSOUDIN I“ 3
0 %8T ¢ $58'se SI9PINOI] WOI3J3L . nHu /2 1- %6 ¥ 259's/T ABojouysay u—m OU 4
- %0 2 Sve'ss uey Jewjepy o T %L9 4 266'9v2 ABojouysay ' T
abueys  pTOZSAGTOZ2bueyd uonnquIuod WS STOZ fioBoren pueig abueys  pTOZSAGTOZ2bueyd> uonnquIuod WS STOZ fioBaren pueig
juey 9% anjep pueig pueig anjep pueig Nuey % anjep pueig pueig anjep pueig
G10Z SANVHY TvdO 19D F1aVNIVA G10Z SANVHY TVdO 19D F19VNIVA
1SOW 00T dOL . 7aNvdd 1SOW 00T dOL . 7aNvdd
WL WL
00T dOL1YE01D IHL
Meyd oot dorayL »0 Uon2as



9

11-

1-

1-

1c-

o7

91-

abueyd
yuey

%8~

AYLN3 M3N

AYLINI MIN

AYLN3 M3N

%L1~

%8T

%ec

%1~

102 SAST02
abueyd % anjep puelg

eyd 00T dog ayyL

S

v¥0'TT

SL0'TT

T

12Tl

£ee'Tl

SESTT

SLE'TT

1T

Yadan

09S'TT

099°'TT

T99'TT

908'TT

818'TT

18121

0022t

ozr'el

6v9°CT

ToLeT

8¢6°CT

90T'eT

PeT'eT

(434N

225'sT

008°cT

uonnqguuod WS ST02

pueig

anjep pueig

S10¢ SANVYEG 1VdO 1D F19VNTIVA
1SOW 00T dOL . 7ANVYd

s)yueg jeuoibay
SI9PINOId WODIDL
SI9PINOId WODR)DL
ney

SI9PINOId WOD3)DL
s)yueg jeuoibay
sjulig yos

sie)

KBojouysa)
s)ueg jeqo1n
ey

s)ueg jeuoibay
sjuawheq

ey

s)yueg jeqo1n
ABojouyday

s)yueg jeuoibay
poo4 iseq
SI9PINOId WODIDL
sen 8110

sie)

syuMq yos

sie)

s)jueg jeqo)n
Kinxnq

Kiobaye)

€105 pue 2014-1e6ns sapn

ng poy
1210 sepnput Isdag

jungpnods § oot

43l P
Juegyos

O3I50D

owodop

2z BoLiauyjo)ueg

Jirg Py
B A 3

~R
@ DONI

i

© 3ASVHD
[odAnd o
0D syuomjoom
Epaun
>edisogn
<)

i

1sdad “,

SWweeiq 40 Jemod UL

YANOH
URSIONJ [
100N9

pueig

66

86

16

96

S6

76

6

6

16

06

68

88

L8

98

S8

8

28

8

18

08

6/

8L

1L

9L

ar-

(45

(5

v1-

61

14

abueys
quey

%TT-

AYLN3I M3N

AYLINI MIN

%8~

%6¢

%LT

%61

%91

%cT-

%1C

%y

%2t

%8S

%S~

Y102 SAST0C

¢

uonnqIuod

abueyd % anjep puelg  puelg

G102 spueig 12909 21qenieA 1SoW 00T doL. wi7puelg 09

159UBIY G °G O} T JO ]S @ UO ‘aNjeA |eIDURUY UO SUOJR PUBIQ O 3OUBNIUI BU} SAINSE3W UOHNGLIUCD Pueig
(B12GUIOOIG PUB |1£19Y JRURY| “ZPUEIg WO B12P BUIPNIDUI) UMOIG PIEMIII 224105

£28'ST 121eddy
£20'VT s)jueg jeuoiboy
TTYT ey
98LYT s)yueg jeuoibay
220'ST sen 8110
Se¢'ST KBojouysay
96%'ST KBojouydsay
6G6'GT @dueinsu|
090°9T KBojouyday
T0£°9T sa13s1607
8SH9T s)yueg jeuoibay
52071 nexy
YASTA/AN sen 8110
S9¢/T adueinsu|
V8% /T SI9PINOId WOD3)3L
98YLT s)ueg jeqo1n
20LLT s)yueg jeuoibay
$G6'LT SI39PINOId WOD3)3L
LL6[T aie) jeuosiad
G8¢'8T KBojouyda)
8¢6'8T Kanxnq
cv6'8T seD 8110
995617 sansibo
LS1'6T aie) jeuosiad
£81°0C KBojouyday
W_q”mm%wum_m‘.m fiobayed

WH# <

NV d3aH LHERZA

>Q®R

Nueqcy «
zm L

mw o
SNIW3IS &9
AL
i o
SEAEs 9

W@ =
i Il 9

59
SaEH 29
9

o
a 65
@.—.m- 85
@ os

siuvd
SIWUIH ¢g

W

D -
xg 55
M s

INJUdE

pueag

S10¢ SANVYY 1VdO 1D F19VMTIVA
1SOW 00T dOL . 7ANVYd

00T dOLTVEOTD IHL

#0 UOND3S



34 FI0E SPUDIE [DO0TD SINIDA SO 001 doL . JPUE 92

B BE SION AB5IAMBNE 10 INEA PUBE B4 L IFINEI G5 0 [0 HEIS R LB SHUILRE LS FUDIR FURIG O BTIUANGLL SV SRR USINGOU0S putis
AP b DAZ PUR 5130 'TIHEIT IIPNIUI BOI-S0T JO INUA PURIE 4L BUSOWO0|E DUP 1Bk FOIUTY L ZPURIE Wi BIEE 3PAE TUSNETITA F3INes
vz %\g 3 Lo5'st eIy Dwams] os (] nev v BIL'6Z ASojouryaal EEPRE o
E st z 596 KBojouyasy Q e v %9v v osp'vE pred ypeIa =
& %E { SPL6L 529 § HO jaol ﬁﬂ%m B g %t ¥ BES'PE Juswurelisuy L% £z
r %zl -~ osssl syues [euoiBay A « »- we- z szs'ss iEoy ojewe] a2
oz sss z 508'02 swossjoy Jelsinow i o oL %89 v ope'se ABojouysay E 1z
& % z 5160z ABoj SIOVeIO £ %6- < Liz'ss swoasjay e oz
¥ 8L £ 001 syieg |euciSoy \ T TANTRLLD Ty L4 o %9 = 0BE'9E ABojouysay nﬁ 6L
] %gz v 020tz poaa 3suy JOER e z %zr £ 1665 Paea pOID g 8l
A — e
L %0z ¥ sEs'iT sie3 = 2 - % z lolzy syueg [vuojSay DEETE® & 28
- %pl s ez Kanxmy e 1y - "zl v ey 2151807 o =
A %02 z 59z ey _Wru oy - H#OL- £ B68'6Y SwodweL e @ 51
& %01 s BBS'ZZ ase) Ageg n 6% L %16 v SI9'ES ABajouydny Y IUS0US]
o %El t ozo'ze sjueg [euojSay ﬁ 85 o %pl 3 z9z'vs sjued jeuoiboy . s
& %Sl E ovl'sz jeJeddy \ >\ LE I- %z Z S89'9% neiswoBucd @ el
s %08 v sst'sz aue3 jeuosiog av3adO e L %oz £ osv'ss suodafey ogeec S
g upz v we'vz 1008 B s v ol £ s52'%9 HeIey woguoZeuwie ©
1 %55 v BIS'vT pieddy N b - %e- 3 1529 o338q0L E 5
u- %e- z 800’52 miuen fevorben wrauimes s e g z %E £ seg'L swodajey me= =
8- %L v os'se sies 0 = z sy v 6U6L piea ypaid VSIA. -
5 #vy s seLse pood jse sanamis @ 1 ! %g v £89'08 SHupg Hos ¥z 9
1= wl 14 £48'ST Kinzmy w Qg (% %S 1 90458 pood isey 1 s
L %12 3 z68's2 ABojouy3ay JE® s £ %62 b 58106 ABojouyaay YyosoI g b
£ %l £ 1502 sjues jeqolo < DdSH = o %t v 1520t Aojouyoay E
o %OZ 4 o958t sesalal . n'Hﬂ a8 be T 12z L %0z~ ¥ 08ELrL ABojouyzal ' Z
£ %z g 86562 e = %= L %o £ $78'85L ABojouyay .u_m 09
e gEmemees i wos - s il e oo e

7102 spunig [DqorD SIGPNOA 1SON 001 do], . ZANVYg 710¢ spunig [PJO[D S[GONIDA SO 001 dOL .. ZANVYE

MeyD 0oL doL ayy 00L doy |eqojs a4y | Zo Uousas



4 VIDE SPURIY (000D SROnio [SOW 001 4oL . FPpUDiE 1

PO Bul O-1EERY 30N 3| §NE BOY 10 INMUA PURIE SuU FEONEN 515 B L 40 05 € U0 FEUNLDR LD DUOIR PURIE J8 DIUANIE BIF SRINTIIY USONG VDS PURIE
DA £ T30 SIPNYSU) SO JO NEA DURIE a4 | ‘BUSGIOOIE PUT [FEI0Y STy |, ZEUTIE W) B19E DPOLI SLSGEN|EA ‘SN0
1= %8 % PESE ey ‘ ooL 5 %0 £ L5921 Bjueg jeuciBay NS @S¢
N %0E z £89'6 syues [eqoln Sanse s v %zl L V2 e 710 D w
man HEE £ LL's sjued [eqofo ..& DNI s sz %ES v 1898, saps1607 S e s
Man Map ¥ €586 suewheg |odAnd ‘ i6 c P 2 oS #Bofo .m“..m__u_.. "
G % v 86’ Aanxmy YAavYvdd s 3N man v L59EL ABojouyasy &K u
5 %0 z 1wo'ol swodas) QWOS0P s t %t £ 580'%L e [ o
man AN z srL'oL syueg jeuo)Say <2 eouawyjoyueg e 5z %er I3 velwl ABojouyaay JOOHVA e
- %l £ tzz'ol swoasjay wH D 6 ol- %0 z Lum syueg jevojSoy Suae@ s
& s v s18'0L squNg oS RPY' 75 o %6 L 69211 se0 g jio @ 9
A A
5 %oz £ 090U syueg 1eqoln R ¢ - %6 ® ZvE'p Hewoy ODS3lL =
P- %6 £ pOLLL siey = 06 z %6 3 926'pL squeg jeuoiBoy Nyueqcll s
wm——Ey
- %6 z les' sjues [uorBay 58 os %l9 z tog'st swoasjay WDrg v
1 o

si- %45 £ vl spupa yos soecfg se g %z z L5551 paeddy W¥ =
5 %8 £ £33 sjueg jeuoiBay ©3SVHI = z el i oBs'st swodajay B
5z %5l z L9gu ABojouyaal ETL vl wzi- z 18851 pesy _},..wnum 18
g %l H £he'll oyueg [euciBoy cedisoggy s 8 %eT 5 5rel Asnxny 1DD0ND oo
man %95 £ ze siey @ va £l %ot z oog'el ABojouyaay SNIWITIS ss
8 %0z g s’ pood 1583 @ = v %vz B 2002 snsibo PR s
] %8 £ £56'(1 ey %) suuomioosy 28 £ %OE z e jueg [eqolo —.ru..wU i5
w- Rz z 8z0'E souEInsu] P e 18 g- %2 ¥ 8991 Biw) [RuoSIay arebioo IS
z 6l £ sutz swoagey E o8 z %ol £ sor'st ABojouydar ANTRISRE 5o
# %8z z sss'zl Biueg jeger EMHDENH. 6L s %6~ z ssz'al syueg |euoiSoy ougEmd @ s
MaN men v o'zl ABojouysay payun s b ] L 50061 seo w0 @ =
¢ %81 z gov'eL sauesnsuy DAL ] I3 %L ¥ 52061 24e3 jruosiag SHIND =
- %t L siv'zL se0 10 2 LHEE] .m.. 9z L %51 £ zL0'6L syueg jeuciBoy ! s
aBueys  £10Z A plOZ #BuUTyD  uoNNGIUOl  W§ wIOZ sBueYS  §10Z 5A pLOZ ABUBYD  UCONGUIUSY  WE pLOZ

HEN % onjeApueig pueig anjea puesg et e auew % onjen pueig pumig anjen puesg AermEa U

7102 spunig PO S[PN[DA 1SON 001 dof, . ZANVYE 7102 Spunig [0JOorD S[QONIDA JSON 001 dOL. . ZANVYHE

yeyd poj doL syl DOl doy jeqojg eyl | zo uoiaas



ST €102 spupi1g [qO[D [GON[OAISOW 00T dOL wiZPUudig +Z

1UBI PNg SePNIOUI JBSIEMPNE JO BNJEA PUBIE UL “(1S9UBIY S) G 01 | JO B[ES & UO ‘SBUILIES U0 BUOJE PURIQ JO BIUBNJU B} SSINSERLY UO)

00 pueig

017 puE Sa1 *SyBr SepNIoul BJ0D-BI0D JO BN[EA PUBIE BYL pLem(Iin V “BIBqIOOIE PUE 1813 JEIUEY| ‘]UBCPUOM JEIUBY ‘. ZPURIE WO BIEP SPNJoUI SUORENIEA
b %G1 ¥ 05221 g a1eQ [euosied 05 9 %vZ ® 026'€2 < DGSH  stwearcwon s
oL %1 b 81941 % Se9 R0 6% 1 %z~ v 5102 @ s1eD vz
zt %9¢ € SvLLL [ el syueg [euoiBey gy S %zl 14 16V'72 Mwm sy gz
m %0 z 6vLLL A ge ey v z %04 z 658'92 JUBg UORONASUOD BUILD syueg jeuoiboy  zz
8 %22 ¥ 182°LL E syueg [euoibay 9y 9l %25 12 €L2'/e e 1Lz US] ABojouyoal |z
21 %9- v £28'LL OHIJI9  omoeucsied gy 6 %ve v 12822 IO UPRID 07
¢ %S 14 268°LL syonqiels % poodises v € %ve z S9E've KBojouyoay 61
€ %LE ¥ 296'21 Emwsz siey ey - %S z 022'9e Jetem ey gL
st %08 v L2621 V3HQ;r1  seolevosied zy S %8- £ zLL'ee aeﬁvg swoosjeL /|
1z %er z 88t'sl ey Ly & %L z SLLY ium_z sjueg jeuoiboy 9|
8- %0 v 62161 ey Amxny oy b %St S Lvsey Fsdy sopsibot 51
%S b 6226} lIqonuoXk3 se9 R0 68 v %ve g 12160 WO UOZBWR ey L
z %9} ¥ 8966} % sjueg [euoibay g L %02 g 8vL'ly sjueg [euoibay €|
L %2k z 5.6'61 M_W«_mwm; g_“m F) sweaeuoben s & %8 g ¥00°eS swoosjeL z|
6 % k- @ 6€0°02 S1OValO ABojouyoal 9g 0 %2 4 16€'SS ejesowolbuoy ||
1e %09 € 29402 VAV YZ loseddy  ge 0 %81 € 89¢€'SS swod9jeL 0}
vl %82 ¥ 162°02 B orsoopnlh o909 g 9 %9 v 09095 pieO UpeID 6
8- %91~ S erv'0z ABojouyoal  g¢ 1 %9- g 8669 oooeqoL g
€ %EL S 765°02 aieD Aqeg ze @ %6~ € 71869 HOSOJIIN “ ABojouyoay
21 %9~ ¥ 19212 Bojouyoar |g z %014 g 10852 me = swoosL 9
sz %15 g vor'e ABojouyday 0g L %9 ® Siy'sL SIUMa YOS g
8 %zL- v 61222 fanxn 67 0 %G v 952'06 poodised 1
z %91 ¥ vig'eg PO UPRID 87 1 %g- g %€5zLE ABojouyoel g
I %Li- z £68'€2 swoosjeL /g L %S g 699'€LL ABojouyoal Z
m %0 £ £16'€2 uswuepalUT 92 0 %k v L20'58k ABojouyoal |
ol e et A R puesg fiooeo v o ki vt L. puesg fuoBoied

1Y) 00T oLy L

€10C spupag [PQO[D S[qPNILA ISOJN 00T doL., ZaNvid

001 dor3yL | 2 ved



BRANDZ" Top 100 Most Valuable Global Brands 2013

$ T 2 8 ]

2

n

72

72

74

T

Catagony Ueand

Fast Food

Aglonat Banks [

Wi gecenture
Toctosiony ()

Retsi o~ ———
Apparet &

somes  ((J A
Regonsitanss (@) 1051
ReglonsiBanss  §Ppescr Bank
Toldcoma T

wonee  FedEx
Pogionai Banks (1L I3
Glolal Banks cﬁi

Ol & s 2 PetroChna
Tolocoma f) movistar
oli & Gas ik

Lusury ey

aot M

Regional Banks ) SULEIANK
cany (¥

ooy SIEMENS
Moot D

Ratail [imam)

Sofl Drinka ODDM

i s BT TS i B bty ot ety

Hirand wakue
20135M

186

16.585

16.303

15817

15278

14236

14196

13820

1BTE

1372

13.na

13388

13,380

13,336

RERFL)

12.735

1272

12655

1240

2

12193

Beand
oonlibuben

Braed vador 4
0132012

¥

12

Vit

AN

48%

Ao

TEN,

ALY

~Hh

Rark
ehange

& P g

2. 8 8 82

£ 2 =

Categeny

Global Banks

ot Drinks

Beand

©

i
cisco

o

& MIN
CHASEO
[Wha]

-~
ottt

DRI S
B AN

Brand walus
I

N
LEF 1
1620
"adg

o

0631
10,558
10,598
10,308
0188
10,180

10070

9953
Q82
9668
a8

0454

9036
B840
8083

ann

Braend

"

Brand vaskus % changs Ramt

13%

W

"%

2%

26%

"

8%

au

£

19

A3

f

i

i

changs
[]

A8



34 Global Brands 2012

BrandZ™ Top 100 Most Valuable

BrandZ™ Top 100 Most Valuable Global Brands 2012
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25

Category

Technology
Technology
Technology
Fast Food
Technology
Soft Drinks
Tobacco
Telecoms
Telecoms
Telecoms
Conglomerate
Telecoms
Financial
Financial
Financial
Logistics
Retalil
Retail
Technology
Telecoms
Luxury
Technology
Cars
Financial

Technology

Brand

E
Google

Microsoft
Marlboro
£ atat

verizon

HE EEhilE
I MOBILE

é

vodafone

IcBC &)
VISA
0

Walmart

amazoncon

D B IiB iR{T
Ches Corarucion

an.

(1)
Bai®&EE

Brand Value
2012 ($M)

182,951
115,985
107,857
95,188
76,651
74,286
73,612
68,870
49,151
47,041
45,810
43,033
41,518
39,754
38,284
37,129
34,436
34,077
33,233
26,837
25,920
25,715
24,623
24,517

24,326

Brand
Contribution Index

Brand
Momentum Index

10

5

10

10

10

Brand Contribution measures the role brand plays in driving earnings on a scale of 1 to 5 (highest).

Brand Momentum measures the prospects for future earnings on a scale of 1 to 10 (10 highest).

* The Brand Value of Coca-Cola includes Lights, Diets and Zero
** The Brand Value of Budweiser includes Bud Light

% Brand Value
Change 2012
vs 2011

19%
15%
-3%
17%
2%
1%
9%
-1%
15%
-18%
-9%
-1%
-1%
8%
34%
4%
-8%
-9%
74%
-10%
7%
-1%
10%
-4%
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Top 100 Brands

brandz Top 100 Brand Ranking | 2008

POSITION BRAND* BRAND VALUE SM BRAND VALUE CHANGE
1 Google 86,057 30%
2 GE (General Electric) 71,379 15%
3 Microsoft 70,887 29%
4 Coca-Cola (1) 58,208 17%
5 China Mobile 57,225 39%
6 IBM 55,335 65%
7 Apple 55,206 123%
8 McDonald's 49,499 49%
9 Nokia 43,975 39%
10 Marlboro 37,324 -5%
1l Vodafone 36,962 75%
12 Toyota 35,134 5%
3 Wal-Mart 34,547 -6%
14 Bank of America 33,092 15%
15 Citi 30,318 -10%
16 HP 29,278 17%
17 BMW 28,015 9%
18 ICBC 28,004 70%
19 Louis Vuitton 25,739 13%
20 American Express 24816 7%
2l Wells Fargo 24,739 2%
2 Cisco 24,101 28%
23 Disney 23,705 5%
24 UPS 23,610 -4%
25 Tesco 23,208 39%
26 Oracle 22,904 29%
27 Intel 22,027 18%
28 Porsche 21,718 62%
29 SAP 21,669 20%
30 Gillette 21,523 20%
3 China Construction Bank 19,603 82%
32 Bank of China 19,418 42%
33 Verizon Wireless 19,202 18%
34 Royal Bank of Canada 18,995 39%
35 HSBC 18,479 6%
36 Mercedes 18,044 1%

10



EXHIBIT 6



Apple (AAPL) Stock Price, Financials and News | World’s Most Admired Companies 6/27/16, 12:20 PM

Powered by Intel®
Intel Inside®™. Powerful
Productivity Outside.

1. Apple

LAST YEAR'S RANK: 1 .
n_

< Prev Company Next Company

Apple holds onto the
coveted No. 1 spot as the
World’s Most Admired
Company for the ninth year

in a row. Apple Inc. AAPL

91.96 -1.44 (-1.54%)

Photograph by ChinaFotoPress — Getty
Images Jun 27 4:11 PM EDT

Company Info

Industry Computers
Industry Rank 1
Previous Industry 1
Rank
oarz2 0623 0624 o627
Overall Score 8.6
. . i Previous Close 93.40
Location Cupertino, Calif. Market Cap 511.598
Website http://www.apple.com Next Earnings Date 07/19/2016
High 93.05
Fortune 500 Rank 5 Low 91.60
52 Week High 132.97
http://fortune.com/fortune500/apple- 52 Week Low 89.47

Fortune 500 Profile

http://fortune.com/worlds-most-admired-companies/apple-1/ Page 1 of 1
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Subscribe to
FORTUNE Magazine
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COMPANIES

World's Most Admired Companies 2015

What becomes a reputation most? Healthy financials and stock performance, for starters. This year four companies have landed on the 50 All-
Stars for the first time—Chipotle, CVS Health, Salesforce.com, and the financial services giant USAA, which at No. 28 is this year’s strongest
debut. But not all companies fared as well. Consumer criticism and a change in leadership caused McDonald’s to slip to No. 46, its lowest rank
in the seven years it has appeared in the top 50, and a hacking scandal and public stumbles resulted in Target dropping to No. 48. (Read about
the retailer’s efforts to bounce back in Back on Target?.)

VIDEO: How to become the World’s Most Admired Company

The companies whose ranking appears as “—” did not place in the top 50, but did rank highly in their respective industries. To view individual industry
rankings, use the filter tool in the gray box to the left.

See our Methodology

Top Stories

World’s Most Admired companies ranked by key attributes

The most admired companies are more global than ever. Here’s why.

American Express: Charging ahead on diversity

Henry Schein: Your dentist's biggest supplier

Fortune's World's Most Admired Companies: Starbucks, where innovation is always brewing

With plans to increase international flights, Southwest Airlines is flying high

http://fortune.com/worlds-most-admired-companies/ 1/3
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3/10/2015

Rank

Prev Rank
Industry

Industry Rank
Prev Industry Rank
Overall Score

HQ Country

Website

v AAPL

pple

World's Most Admired Companies - Fortune

126.50-0.10 (-0.08%)

Photograph by Yuriko Nakao — Bloomberg via Getty Images

1
1
Computers
1

1

8.29

USA

http://www.apple.com

MAR 10 9:24 AM EDT

Apple holds the top spot for the eighth year in a row. In February, it became the first company to hit more than $700 billion in
market value. As tech devotees await the launch of the Apple Watch in April, record smartphone sales were announced in
January — 74.5 million phones in final three months of 2014~ proving that the iPhone is still the product to beat.
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Nine Key Attributes of Reputation Rank
Innovation 1
People management 1
Use of corporate assets 1
Social responsibility 1
Quality of management 1
Financial soundness 1
Long-term investment value 1
Quality of products / services 1
Global competitiveness 1
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l Filter
1 Apple
The Most Admired list is the definitive report
card on corporate reputations. See our
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Rank 1

Prev Rank 1

Industry Computers

Industry Rank 1

Prev Industry Rank 1

HQ Country USA

Website www.apple.com

LAApL 99T o7
(1.13%) EDT

The iconic tech company known for the iPhone and
other stylish and user-friendly products is back in
the top spot on this year’s list, for the seventh year
in a row. Apple, the most valuable brand on the
planet according to Interbrand, brought in $171
billion in revenues in FY2013 and is flush with cash,

but fan boys and girls (not to mention the market)

http://fortune.com/worlds-most-admired-companies/[11/26/2014 11:24:25 AM]
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are getting antsy to see its next big product. Bets are
on a smartwatch or AppleTV, but the company is
also reportedly turning its attention to cars and

medical devices.

Nine Key Attributes of

Reputation ank
Innovation 1
People management 1
Use of corporate assets 1
Social responsibility 5
Quality of management 1
Financial soundness 1
Long-term investment value 1
Quality of products / services 1
Global competitiveness 2
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Apple hashad arough time lately with
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itsstock pricein afreefall and the

STATE FOR BUSINESS.

widely publicized failure of its Maps
feature.However,it remainsa

financial juggernaut, posting $13

billion in net income last quarter, making it the most profitable company in the world

jobs by

duringthat period. The company hasits fanatical customer base, and it still refusesto Job openings...
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Why it's admired.
To say it was another big year for Apple
would be a gross understatement. With the

passing of Steve Jobs, questions swirled N
around the company's future. But under | g g GLOBAL FﬂRUM
new CEQ Tim Cook's guidance, Apple ¢ S ran

continues to prosper

The company's annual revenues climbed to $108 billion, led by an 81% increase in iPhone sales --
a jump that doesn't factor in the runaway success of the iPhone 4S -~ and a 334% spike in iPad
sales, due in no small part to the revamped iPad 2. Increased sales across the board explain why
shares soared 75% during the company’s fiscal year to $485.
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| World's Most Admired
Companies

Apple

Tep 50FHiTK: 1

Rank in Computers: 1

(Previous rank: 1)

Overall score: 8.16

Why it's admiredFor the fourth straight
year, Apple tops Fortune's Most Admired
list. The company's blistering pace of new EL
product releases has continued to set the bar high for tech companies across the board.

Apple took a stock hit when iconic CEO Steve Jobs announced in January that he'd be taking
a second medical leave, two years after receiving a liver transplant during a six-month
sabbatical. But Jobs assured the market in the company's recent earnings report that Apple
was still "firing on all cylinders."

It certainly appears to be. Apple nearly doubled its quarterly profits vs. a year ago. The iPad
2 was infroduced in March, marking the second generation of one of Apple's milestone
product successes. And Jobs made a surprise appearance at the launch.

Another huge move by Apple was the announcement this January that the iPhone 4 would
be available from Verizon, offering another option to consumers frustrated with dropped
calls on AT&T. --By Shelley DuBois
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Global competitiveness 2

Industry: Computers

Most Admired
Rank  Compeny Qverall score
1 Vﬁ Apple 8.16
2 EMC 6.79
3 Hewlett-Packard 6.71
See all
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World's Most Admired
Companies

Apple

mosT apmirenTop 50 rank: 1

Rank in Computers: 1

(Previous rank: 2)

Overall score: 7.95

Why it's admiredSteve Jobs does it again:
Apple is keeping its Most Admired crown
for the third year in a row.

FHOTON A% AN ANTON2RFREETTY IINGEE
With 250 million iPods, 43 million iPhones, and 32 million iPod touches sold to date, plus

the promise of a game-changing iPad, Apple won this year's vote by the highest margin

ever for a No. 1. Two more years as champ and Apple will match GE for most appearances

in the top spot.

What makes Apple so admired? Product, product, product. This is the company that
changed the way we do everything from buy music to design products to engage with the
world around us. Its track record for innovation and fierce consumer loyalty translates into
tremendous respect across business' highest ranks,

As BMW CEO Norbert Reithofer puts it, "The whole world held its breath before the iPad was
announced, That's brand management at its very best." --Christopher Tkaczyk

Apple stats Advertisement
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Nine key aifributes of reputation industry rank

Some things
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People management
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Full List By Location

Apple

BOST ADMRED

Top 50 rank: 1

Rank in Computers: 2 {Previous rank: 27}
Overall score: 7.07

Why it's admired

1t's been a rocky year for Apple: CEO Steve Jobs'
health made heatlines, and critics Sard Cupertino
wasn't being open enough about it But customers
remained loyal to the brand that made white ear
buds coot. As much of the-computer industry
struggled, Appie shipped 22.7 miliion iPods during
its first quarter (up 3 percent from last year), 25
million Macs {up’8 percent), and 4.4 million
iPhanes. No wonder Applé 1ops our Most Admired
list for the second yeat in a fow. ~Alyssa Abkowitz
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Int. 'Cl.‘: 9
Prior U.S. CI.: 26

. o Reg. No. 1,078,312
Umted States‘ P atent Ofﬁce Registered Nov. 29, 1977

TRADEMARK

Principal Register

APPLE

Apple Computer, Inc. (Cal For: COMPUTERS AND COMPUTER PROGRAMS
20863 Stevens Creek Blvd, RECORDED ON PAPER AND TAPE, in CLASS 9
Cupertino, Calif, 95014 (US. CL. 26).
First use durin
. 1976.

ifornia corporation)

g April 1976; in commerce during April

Ser. No. 120,444, filed Mar. 25, 1977.
G. T. GLYNN, Examiner



Trademark Electronic Search System (TESS)

United States Patent and Trademark Office

Home Site Index| Search FAQ| Glossary| Guides| Contacts| eBusiness eBiz alerts News Help

Trademarks > Trademark Electronic Search System (TESS)

TESS was last updated on Tue Oct 25 03:21:01 EDT 2016

ress viowe] eowusa | stucrie [ones Fom] rovs o [SEARCH 06 | sorou | vt

Please logout when you are done to release system resources allocated for you.

Record 1 out of 1

( Use the "Back" button of the Internet Browser to return to TESS)
Typed Drawing

Word Mark APPLE

Goods and Services IC 009. US 026. G & S: COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND TAPE.
FIRST USE: 19760400. FIRST USE IN COMMERCE: 19760400

Mark Drawing Code (1) TYPED DRAWING

Serial Number 73120444
Filing Date March 25, 1977
Current Basis 1A

Original Filing Basis 1A
Registration Number 1078312

International
Registration Number

Registration Date November 29, 1977

Owner (REGISTRANT) APPLE COMPUTER, INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO
CALIFORNIA 950142081

0870749

(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO
CALIFORNIA 95014

sz'cf’r:’::"‘ ASSIGNMENT RECORDED

Attorney of Record Thomas R. La Perle

Type of Mark TRADEMARK

Register PRINCIPAL

Affidavit Text SECT 15. SECT 8 (6-YR). SECTION 8(10-YR) 20070621.
Renewal 1ST RENEWAL 20070621

Live/Dead Indicator LIVE
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Reg. No. 3,928,818
Registered Mar. 8, 2011

Int. C1.: 9

TRADEMARK
PRINCIPAL REGISTER

Director of the United States Patent and Trademark Office

APPLE

APPLE INC. (CALIFORNIA CORPORATION)
1 INFINITE LOOP
CUPERTINO, CA 95014

FOR: COMPUTER HARDWARE; COMPUTER HARDWARE, NAMELY, SERVER, DESKTOP,
LAPTOPANDNOTEBOOK COMPUTERS; COMPUTER MEMORY HARDWARE; COMPUTER
DISC DRIVES; OPTICAL DISC DRIVES; COMPUTER HARDWARE, SOFTWARE AND
COMPUTER PERIPHERALS FOR COMMUNICATION BETWEEN MULTIPLE COMPUTERS
AND BETWEEN COMPUTERS AND LOCAL AND GLOBAL COMPUTER NETWORKS;
COMPUTER NETWORKING HARDWARE; SET TOP BOXES; COMPUTER HARDWARE
AND COMPUTER SOFTWARE FOR THE REPRODUCTION, PROCESSINGAND STREAMING
OF AUDIO, VIDEO AND MULTIMEDIA CONTENT, COMPUTER HARDWARE AND
SOFTWARE FOR CONTROLLING THE OPERATION OF AUDIO AND VIDEO DEVICES
AND FOR VIEWING, SEARCHING AND/OR PLAYING AUDIO, VIDEO, TELEVISION,
MOVIES, PHOTOGRAPHS AND OTHER DIGITAL IMAGES, AND OTHER MULTIMEDIA
CONTENT; COMPUTER MONITORS; LIQUID CRYSTAL DISPLAYS; FLAT PANEL DISPLAY
MONITORS; COMPUTER KEYBOARDS, CABLES, MODEMS; COMPUTER MICE; ELEC-
TRONIC DOCKING STATIONS; STANDS SPECIALLY DESIGNED FOR HOLDING COM-
PUTER HARDWARE AND PORTABLE AND HANDHELD DIGITAL ELECTRONIC DEVICES;
BATTERIES; RECHARGEABLE BATTERIES; BATTERY CHARGERS; BATTERY PACKS;
POWER ADAPTERS FOR COMPUTERS; ELECTRICAL CONNECTORS, WIRES, CABLES,
AND ADAPTORS; WIRED AND WIRELESS REMOTE CONTROLS FOR COMPUTERS AND
PORTABLE AND HANDHELD DIGITAL ELECTRONIC DEVICES; HEADPHONES AND
EARPHONES; STEREO HEADPHONES; IN-EAR HEADPHONES; MICROPHONES; AUDIO
EQUIPMENT FOR VEHICLES, NAMELY, MP3 PLAYERS; SOUND SYSTEMS COMPRISING
REMOTE CONTROLS, AMPLIFIERS, LOUDSPEAKERS AND COMPONENTS THEREOF,
AUDIO RECORDERS; RADIO RECEIVERS; RADIO TRANSMITTERS; PERSONAL DIGITAL
ASSISTANTS; PORTABLE DIGITAL AUDIO AND VIDEO PLAYERS; ELECTRONIC OR-
GANIZERS; CAMERAS; TELEPHONES; MOBILE PHONES; VIDEOPHONES; COMPUTER
GAMING MACHINES, NAMELY, STAND-ALONE VIDEO GAMING MACHINES; HANDHELD
AND MOBILE DIGITAL ELECTRONIC DEVICES FOR THE SENDING AND RECEIVING
OF TELEPHONE CALLS, ELECTRONIC MAIL AND OTHER DIGITAL MEDIA; MP3 AND
OTHER DIGITAL FORMAT AUDIO AND VIDEO PLAYERS; PORTABLE AND HANDHELD
DIGITAL ELECTRONIC DEVICES FOR RECORDING, ORGANIZING, TRANSMITTING,
RECEIVING, MANIPULATING, PLAYINGAND REVIEWING TEXT, DATA, IMAGE, AUDIO
AND VIDEO FILES; A FULL LINE OF ELECTRONIC AND MECHANICAL PARTS AND
FITTING FOR PORTABLE AND HANDHELD DIGITAL ELECTRONIC DEVICES FOR RE-
CORDING, ORGANIZING, TRANSMITTING, RECEIVING, MANIPULATING, PLAYING
AND REVIEWING TEXT, DATA, IMAGE, AUDIO AND VIDEO FILES, NAMELY, HEAD-
PHONES, MICROPHONES, REMOTE CONTROLS, BATTERIES, BATTERY CHARGERS,
DEVICES FOR HANDS-FREE USE, KEYBOARDS, ADAPTERS; PARTS AND ACCESSORIES
FOR MOBILE TELEPHONES, NAMELY, MOBILE TELEPHONE COVERS, MOBILE TELE-
PHONE CASES, MOBILE TELEPHONE COVERS MADE OF CLOTH OR TEXTILE MATER-



Reg. No. 3,928,818 IALS, MOBILE TELEPHONE BATTERIES, MOBILE TELEPHONE BATTERY CHARGERS,
HEADSETS FOR MOBILE TELEPHONES, DEVICES FOR HANDS-FREE USE OF MOBILE
TELEPHONES; CARRYING CASES, SACKS, AND BAGS, ALL FOR USE WITH COMPUTERS
AND PORTABLE AND HANDHELD DIGITAL ELECTRONIC DEVICES; OPERATING
SYSTEM PROGRAMS; COMPUTER UTILITY PROGRAMS FOR COMPUTER OPERATING
SYSTEMS; A FULL LINE OF COMPUTER SOFTWARE FOR BUSINESS, HOME, EDUCATION,
AND DEVELOPER USE; COMPUTER SOFTWARE FOR USE IN ORGANIZING, TRANSMIT-
TING, RECEIVING, MANIPULATING, PLAYING AND REVIEWING TEXT, DATA, IMAGE,
AUDIO, AND VIDEO FILES; COMPUTER PROGRAMS FOR PERSONAL INFORMATION
MANAGEMENT, DATABASE MANAGEMENT SOFTWARE; CHARACTER RECOGNITION
SOFTWARE; ELECTRONIC MAIL AND MESSAGING SOFTWARE; TELECOMMUNICA-
TIONS SOFTWARE FOR CONNECTING WIRELESS DEVICES, MOBILE TELEPHONES,
HANDHELD DIGITAL ELECTRONIC DEVICES, COMPUTERS, LAPTOP COMPUTERS,
COMPUTER NETWORK USERS, GLOBAL COMPUTER NETWORKS; DATABASE SYN-
CHRONIZATION SOFTWARE; COMPUTER PROGRAMS FOR ACCESSING, BROWSING
AND SEARCHING ONLINE DATABASES; COMPUTER SOFTWARE TO DEVELOP OTHER
COMPUTER SOFTWARE; COMPUTER SOFTWARE FOR USE AS A PROGRAMMING IN-
TERFACE; COMPUTER SOFTWARE FOR USE IN NETWORK SERVER SHARING; LOCAL
AND WIDE AREA NETWORKING SOFTWARE; COMPUTER SOFTWARE FOR MATCHING,
CORRECTION, AND REPRODUCTION OF COLOR; COMPUTER SOFTWARE FOR USE IN
DIGITAL VIDEO AND AUDIO EDITING; COMPUTER SOFTWARE FOR USE IN ENHANCING
TEXT AND GRAPHICS; COMPUTER SOFTWARE FOR USE IN FONT JUSTIFICATION AND
FONT QUALITY,; COMPUTER SOFTWARE FOR USE TO NAVIGATE AND SEARCH A
GLOBAL COMPUTER INFORMATION NETWORK; COMPUTER SOFTWARE FOR USE IN
WORD PROCESSING AND DATABASE MANAGEMENT;, WORD PROCESSING SOFTWARE
INCORPORATING TEXT, SPREADSHEETS, STILL AND MOVING IMAGES, SOUNDS AND
CLIP ART, COMPUTER SOFTWARE FOR USE IN AUTHORING, DOWNLOADING,
TRANSMITTING, RECEIVING, EDITING, EXTRACTING, ENCODING, DECODING,
PLAYING, STORING AND ORGANIZING AUDIO, VIDEO, STILL IMAGES AND OTHER
DIGITAL MEDIA; COMPUTER SOFTWARE FOR ANALYZING AND TROUBLESHOOTING
OTHER COMPUTER SOFTWARE; COMPUTER GRAPHICS SOFTWARE; COMPUTER
SEARCH ENGINE SOFTWARE;, WEBSITE DEVELOPMENT SOFTWARE; COMPUTER
SOFTWARE FOR REMOTE VIEWING, REMOTE CONTROL, COMMUNICATIONS AND
SOFTWARE DISTRIBUTION WITHIN PERSONAL COMPUTER SYSTEMS AND ACROSS
COMPUTER NETWORKS; COMPUTER PROGRAMS FOR FILE MAINTENANCE AND DATA
RECOVERY; COMPUTER SOFTWARE FOR RECORDING AND ORGANIZING CALENDARS
AND SCHEDULES, TO-DOLISTS, AND CONTACT INFORMATION; COMPUTER SOFTWARE
FOR CLOCK AND ALARM CLOCK FUNCTIONALITY; COMPUTER SOFTWARE AND
PRERECORDED COMPUTER PROGRAMS FOR PERSONAL INFORMATION MANAGE-
MENT, ELECTRONIC MAIL AND MESSAGING SOFTWARE; COMPUTER PROGRAMS
FOR ACCESSING, BROWSING AND SEARCHING ONLINE DATABASES; COMPUTER
SOFTWARE AND FIRMWARE FOR OPERATING SYSTEM PROGRAMS; BLANK COMPUTER
STORAGE MEDIA; USER MANUALS IN ELECTRONICALLY READABLE, MACHINE
READABLE OR COMPUTER READABLE FORM FOR USE WITH, AND SOLD AS A UNIT
WITH, ALL THE AFOREMENTIONED GOODS; INSTRUCTIONAL MANUALS PACKAGED
IN ASSOCIATION WITH THE ABOVE, IN CLASS 9 (U.S. CLS. 21,23, 26, 36 AND 38).

FIRST USE 4-1-1976; IN COMMERCE 4-1-1976.

THE MARK CONSISTS OF STANDARD CHARACTERS WITHOUT CLAIM TO ANY PAR-
TICULAR FONT, STYLE, SIZE, OR COLOR.

OWNER OF U.S. REG. NOS. 1,078,312, 2,808,567, AND OTHERS.
SN 77-172,511, FILED 5-3-2007.

ANGELA DUONG, EXAMINING ATTORNEY

Page: 2 /RN # 3,928,818
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Record 1 out of 1

( Use the "Back" button of the Internet Browser to return to TESS)

APPLE

Word Mark APPLE

Goods and IC 009. US 021 023 026 036 038. G & S: Computer hardware; computer hardware, namely, server, desktop, laptop

Services and notebook computers; computer memory hardware; computer disc drives; optical disc drives; computer hardware,
software and computer peripherals for communication between multiple computers and between computers and local
and global computer networks; computer networking hardware; set top boxes; computer hardware and computer
software for the reproduction, processing and streaming of audio, video and multimedia content; computer hardware
and software for controlling the operation of audio and video devices and for viewing, searching and/or playing audio,
video, television, movies, photographs and other digital images, and other multimedia content; computer monitors;
liquid crystal displays; flat panel display monitors; computer keyboards, cables, modems; computer mice; electronic
docking stations; stands specially designed for holding computer hardware and portable and handheld digital electronic
devices; batteries; rechargeable batteries; battery chargers; battery packs; power adapters for computers; electrical
connectors, wires, cables, and adaptors; wired and wireless remote controls for computers and portable and handheld
digital electronic devices; headphones and earphones; stereo headphones; in-ear headphones; microphones; audio
equipment for vehicles, namely, MP3 players; sound systems comprising remote controls, amplifiers, loudspeakers
and components thereof; audio recorders; radio receivers; radio transmitters; personal digital assistants; portable digital
audio and video players; electronic organizers; cameras; telephones; mobile phones; videophones; computer gaming
machines, namely, stand-alone video gaming machines; handheld and mobile digital electronic devices for the
sending and receiving of telephone calls, electronic mail and other digital media; MP3 and other digital format audio
and video players; portable and handheld digital electronic devices for recording, organizing, transmitting, receiving,
manipulating, playing and reviewing text, data, image, audio and video files; a full line of electronic and mechanical
parts and fitting for portable and handheld digital electronic devices for recording, organizing, transmitting, receiving,
manipulating, playing and reviewing text, data, image, audio and video files, namely, headphones, microphones,
remote controls, batteries, battery chargers, devices for hands-free use, keyboards, adapters; parts and accessories
for mobile telephones, namely, mobile telephone covers, mobile telephone cases, mobile telephone covers made of
cloth or textile materials, mobile telephone batteries, mobile telephone battery chargers, headsets for mobile
telephones, devices for hands-free use of mobile telephones; carrying cases, sacks, and bags, all for use with
computers and portable and handheld digital electronic devices; operating system programs; computer utility programs
for computer operating systems; a full line of computer software for business, home, education, and developer use;
computer software for use in organizing, transmitting, receiving, manipulating, playing and reviewing text, data, image,
audio, and video files; computer programs for personal information management; database management software;
character recognition software; electronic mail and messaging software; telecommunications software for connecting
wireless devices, mobile telephones, handheld digital electronic devices, computers, laptop computers, computer
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Trademark Electronic Search System (TESS)

network users, global computer networks; database synchronization software; computer programs for accessing,
browsing and searching online databases; computer software to develop other computer software; computer software
for use as a programming interface; computer software for use in network server sharing; local and wide area
networking software; computer software for matching, correction, and reproduction of color; computer software for use
in digital video and audio editing; computer software for use in enhancing text and graphics; computer software for
use in font justification and font quality; computer software for use to navigate and search a global computer
information network; computer software for use in word processing and database management; word processing
software incorporating text, spreadsheets, still and moving images, sounds and clip art; computer software for use in
authoring, downloading, transmitting, receiving, editing, extracting, encoding, decoding, playing, storing and organizing
audio, video, still images and other digital media; computer software for analyzing and troubleshooting other computer
software; computer graphics software; computer search engine software; website development software; computer
software for remote viewing, remote control, communications and software distribution within personal computer
systems and across computer networks; computer programs for file maintenance and data recovery; computer
software for recording and organizing calendars and schedules, to-do lists, and contact information; computer software
for clock and alarm clock functionality; computer software and prerecorded computer programs for personal
information management; electronic mail and messaging software; computer programs for accessing, browsing and
searching online databases; computer software and firmware for operating system programs; blank computer storage
media; user manuals in electronically readable, machine readable or computer readable form for use with, and sold as
a unit with, all the aforementioned goods; instructional manuals packaged in association with the above. FIRST USE:
19760401. FIRST USE IN COMMERCE: 19760401

Standard
Characters
Claimed

Mark
Drawing (4) STANDARD CHARACTER MARK
Code

Serial
Number

Filing Date  May 3, 2007

Current
Basis
Original
Filing Basis
Published
for January 1, 2008
Opposition
Registration
Number

International
Registration 0956402
Number

Registration
Date

Owner (REGISTRANT) Apple Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA 95014

Attorney of
Record

Prior
Registrations

Type of Mark TRADEMARK
Register PRINCIPAL

Live/Dead
Indicator

s vowe] N vsen Jomucres [rng For rovs e [SEARGH 06 | —Tor ]~ heir—

77172511

1A

1B

3928818

March 8, 2011

Thomas R. La Perle

1078312;2034964,2808567;AND OTHERS

LIVE
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Int.CL: 9

Prior U.S. Cl.: 26, 38

Reg. No. 1,114,431

United States Patent and Trademark Office  Registered Mar. 6, 1979

TRADEMARK

Principal Register

LA

Apple Computer, Inc. (California corporation) For: COMPUTERS AND COMPUTER PROGRAMS
10260 Bandley Drive RECORDED ON PAPER AND TAPE, in CLASS 9
Cupertino, Calif. 95014 (U.S. CLS. 26 and 38).
First use during January 1977; in commerce January
1977.

The mark consists of a silhouette of an apple with a
a bite removed.

Owner of Reg. No. 1,078,312.

Ser. No. 162,799, filed Mar. 20, 1978.

J. TINGLEY, Examiner
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Goods and IC 009. US 026 038. G & S: COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND TAPE.
Services FIRST USE: 19770100. FIRST USE IN COMMERCE: 19770100

Mark Drawing
Code

Design Search
Code

Serial Number 73162799
Filing Date March 20, 1978
Current Basis 1A

Original Filing
Basis

Change In
Registration

Registration
Number

(2) DESIGN ONLY

05.09.05 - Apples

1A

CHANGE IN REGISTRATION HAS OCCURRED

1114431

Registration March 6, 1979

Date

Owner (REGISTRANT) APPLE COMPUTER, INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO
CALIFORNIA 95014
(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO CALIFORNIA
95014

Assignment ) o ~NMENT RECORDED

Recorded

Attorney of Thomas R. La Perle

Record

Prior

Registrations 1078312

Description of +c \1ARK CONSISTS OF A SILHOUETTE OF AN APPLE WITH A BITE REMOVED.
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Mark

Type of Mark TRADEMARK

Register PRINCIPAL

Affidavit Text SECT 15. SECT 8 (6-YR). SECTION 8(10-YR) 20080314.
Renewal 2ND RENEWAL 20080314

Live/Dead

Indicator LIVE

ress Homs| Newser fsraucruren [F e Formf erowsr ocrJSEARCH OG | _tor | _HELP

| HOME | SITE INDEX| SEARCH | eBUSINESS | HELP | PRIVACY POLICY
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Int. CL.: 9

Prior U.S. Cls.: 21, 23, 26, 36 and 38
nor 53 55 25,26, S0 an Reg. No. 2,715,578
United States Patent and Trademark Office  Registered May 13, 2003
TRADEMARK
PRINCIPAL REGISTER

APPLE COMPUTER, INC. (CALIFORNIA COR-
PORATION)

I INFINITE LOOP
CUPERTINO, CA 95014

FOR: COMPUTERS HARDWARE; COMPUTER
HARDWARE, NAMELY, SERVER, DESKTOP, LAP-
TOP, NOTEBOOK AND SUBNOTEBOOK COMPU-
TERS; HAND HELD AND MOBILE COMPUTERS;
COMPUTER TERMINALS AND MONITORS; PER-
SONAL DIGITAL ASSISTANTS; PORTABLE DIGI-
TAL AUDIO PLAYERS; ELECTRONIC
ORGANIZERS; COMPUTER KEYBOARDS,
CABLES, MODEMS; AUDIO SPEAKERS; COMPU-
TER VIDEO CONTROL DEVICES, NAMELY, COM-
PUTER MICE, TRACKBALLS, JOYSTICKS AND
GAMEPADS; A FULL LINE OF COMPUTER SOFT-
WARE FOR BUSINESS, HOME, EDUCATION, AND
DEVELOPER USE; COMPUTER PROGRAMS FOR
PERSONAL INFORMATION MANAGEMENT; DA-
TABASE MANAGEMENT SOFTWARE; CHARAC-
TER RECOGNITION SOFTWARE; TELEPHONY
MANAGEMENT SOFTWARE; ELECTRONIC MAIL
AND MESSAGING SOFTWARE; TELECOMMUNI-
CATIONS SOFTWARE, NAMELY FOR PAGING;
DATABASE SYNCHRONIZATION SOFTWARE;
COMPUTER' PROGRAMS FOR ACCESSING,
BROWSING AND SEARCHING ONLINE DATABA-
SES; OPERATING SYSTEM SOFTWARE; APPLICA-
TION DEVELOPMENT TOOL PROGRAMS; BLANK
COMPUTER STORAGE MEDIA; FONTS, TYPEFA-
CES, TYPE DESIGNS AND SYMBOLS RECORDED
ON MAGNETIC MEDIA; COMPUTER SOFTWARE
FOR USE IN PROVIDING MULTIPLE USER AC-
CESS TO A GLOBAL COMPUTER INFORMATION
NETWORK FOR SEARCHING, RETRIEVING,

’

TRANSFERRING, MANIPULATING AND DISSE-
MINATING A WIDE RANGE OF INFORMATION;
COMPUTER SOFTWARE FOR USE AS A PRO-
GRAMMING INTERFACE; COMPUTER SOFT-
WARE FOR USE IN NETWORK SERVER
SHARING; LOCAL AND WIDE AREA NETWORK-
ING SOFTWARE; COMPUTER SOFTWARE FOR
MATCHING, CORRECTION, AND REPRODUC-
TION OF COLOR; COMPUTER SOFTWARE FOR
USE IN DIGITAL VIDEO AND AUDIO EDITING;
COMPUTER SOFTWARE FOR USE IN ENHAN-
CING TEXT AND GRAPHICS; COMPUTER SOFT-
WARE FOR USE IN FONT JUSTIFICATION AND
FONT QUALITY; COMPUTER SOFTWARE FOR
USE TO NAVIGATE AND SEARCH A GLOBAL
COMPUTER INFORMATION NETWORK, AS WELL
AS TO ORGANIZE AND SUMMARIZE THE INFOR-
MATION RETRIEVED; COMPUTER SOFTWARE
FOR USE IN WORD PROCESSING AND DATABASE
MANAGEMENT; WORD PROCESSING SOFTWARE
INCORPORATING TEXT, SPREADSHEETS, STILL
AND MOVING IMAGES, SOUNDS AND CLIP ART;
COMPUTER SOFTWARE FOR USE IN AUTHOR-
ING, DOWNLOADING, TRANSMITTING, RECEIV-
ING, EDITING, EXTRACTING, ENCODING,
DECODING, PLAYING, STORING AND ORGANIZ-
ING AUDIO, VIDEOQ, STILL IMAGES AND OTHER
DIGITAL DATA; COMPUTER SOFTWARE FOR
ANALYZING AND TROUBLESHOOTING OTHER
COMPUTER SOFTWARE; CHILDREN'S EDUCA-
TIONAL SOFTWARE; COMPUTER GAME SOFT-
WARE; COMPUTER GRAPHICS SOFTWARE;
COMPUTER SEARCH ENGINE SOFTWARE; WEB
SITE DEVELOPMENT SOFTWARE; COMPUTER
PROGRAM WHICH PROVIDES REMOTE VIEW-
ING, REMOTE CONTROL, COMMUNICATIONS

Y RSO U RO



AND SOFTWARE DISTRIBUTION WITHIN PERSO-
NAL COMPUTER SYSTEMS AND ACROSS COM-
PUTER NETWORK; COMPUTER PROGRAMS FOR
FILE MAINTENANCE AND DATA RECOVERY;
COMPUTER PERIPHERALS; INSTRUCTIONAL
MANUALS PACKAGED IN ASSOCIATION WITH
THE ABOVE , IN CLASS 9 (U.S. CLS. 21, 23, 26, 36
AND 38).

FIRST USE 1-1-1977; IN COMMERCE 1-1-1977.

OWNER OF U.S: REG. NOS. 1,078,312, 2,180,949
AND OTHERS.

SER. NO. 76-426,501, FILED 7-1-2002.
JAMES A. RAUEN, EXAMINING ATTORNEY
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Goods and IC 009. US 021 023 026 036 038. G & S: Computers hardware; computer hardware, namely, server, desktop, laptop,

Services notebook and subnotebook computers; hand held and mobile computers; computer [ terminals and | monitors;
personal digital assistants; portable digital audio players; electronic organizers; computer keyboards, cables, |
modems; ] audio speakers; computer video control devices, namely, computer mice, [ trackballs, joysticks and
gamepads; ] a full line of computer software for business, home, education, and developer use; computer programs
for personal information management; database management software; [ character recognition software; telephony
management software; ] electronic mail and messaging software; [ telecommunications software, namely, for paging; ]
database synchronization software; computer programs for accessing, browsing and searching online databases;
operating system software; application development tool programs; blank computer storage media; fonts, typefaces,
type designs and symbols recorded on magnetic media; computer software for use in providing multiple user access
to a global computer information network for searching, retrieving, transferring, manipulating and disseminating a wide
range of information; computer software for use as a programming interface; computer software for use in network
server sharing; local and wide area networking software; computer software for matching, correction, and reproduction
of color; computer software for use in digital video and audio editing; computer software for use in enhancing text and
graphics; computer software for use in font justification and font quality; computer software for use to navigate and
search a global computer information network, as well as to organize and summarize the information retrieved.
computer software for use in word processing and database management; word processing software incorporating
text, spreadsheets, still and moving images, sounds and clip art; computer software for use in authoring, downloading,
transmitting, receiving, editing, extracting, encoding, decoding, playing, storing and organizing audio, video, still images
and other digital data; computer software for analyzing and troubleshooting other computer software; children's
educational software; computer game software; Computer graphics software; [ Computer search engine software; ]
Web site development software; computer program which provides remote viewing, remote control, communications
and software distribution within personal computer systems and across computer network; computer programs for file
maintenance and data recovery; computer peripherals; instructional manuals packaged in association with the above.
FIRST USE: 19770101. FIRST USE IN COMMERCE: 19770101

Mark

Drawing (2) DESIGN ONLY
Code

Design
Search Code
Serial
Number

05.09.05 - Apples

76426501
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Trademark Electronic Search System (TESS)

Filing Date  July 1, 2002
Current
Basis
Original
Filing Basis
Published
for February 18, 2003
Opposition
Registration
Number

International
Registration 0851679

1A

1A

2715578

Number

Registration

Date May 13, 2003

Owner (REGISTRANT) Apple Computer, Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA 95014
(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO CALIFORNIA
95014

Assignment oo -NMENT RECORDED

Recorded

Attorney of Thomas R. La Perle

Record

Prior

. . 1078312;1157920;1219945;1303085;1401154;2180949;AND OTHERS
Registrations

Type of Mark TRADEMARK
Register PRINCIPAL
Affidavit Text SECT 15. SECT 8 (6-YR). SECTION 8(10-YR) 20130424.

Renewal 1ST RENEWAL 20130424
leg/Dead LIVE
Indicator

s vowe] owusa JsTucrie [enes Fom] rovs o [SEARCH 06 | Tor ] vt
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Int. Cl.: 9
Prior U.S. Cls.: 21, 23, 26, 36 and 38

United States Patent and Trademark Office

Reg. No. 3,679,056
Registered Sep. 8, 2009

TRADEMARK
PRINCIPAL REGISTER

APPLE INC. (CALIFORNIA CORPORATION)
1 INFINITE LOOP
CUPERTINO, CA 95014

FOR: COMPUTERS; COMPUTER HARDWARE;
COMPUTER PERIPHERALS; HANDHELD COMPU-
TERS; HANDHELD MOBILE DIGITAL ELECTRO-
NIC DEVICES FOR RECORDING, ORGANIZING,
TRANSMITTING, MANIPULATING, AND RE-
VIEWING TEXT, DATA, IMAGE, AUDIO, AND
AUDIOVISUAL FILES, FOR THE SENDING AND
RECEIVING OF TELEPHONE CALLS, ELECTRO-
NICMAIL, AND OTHER DIGITAL DATA, FOR USE
AS A DIGITAL FORMAT AUDIO PLAYER, HAND-
HELD COMPUTER, PERSONAL DIGITAL ASSIS-
TANT, ELECTRONIC ORGANIZER, ELECTRONIC
NOTEPAD, CAMERA, AND GLOBAL POSITION-
ING SYSTEM (GPS) ELECTRONIC NAVIGATION
DEVICE; DIGITAL AUDIO AND VIDEO RECOR-
DERS AND PLAYERS; PERSONAL DIGITAL ASSIS-
TANTS; ELECTRONIC ORGANIZERS; CAMERAS;
TELEPHONES; MOBILE PHONES; SATELLITE NA-
VIGATIONAL SYSTEMS, NAMELY, GLOBAL POSI-
TIONING SYSTEMS (GPS); ELECTRONIC
NAVIGATIONAL DEVICES, NAMELY, GLOBAL
POSITIONING SATELLITE (GPS) BASED NAVIGA-
TION RECEIVERS; COMPUTER GAME MACHINES
FOR USE WITH EXTERNAL DISPLAY SCREENS,
MONITORS, OR TELEVISIONS; A FULL LINE OF
ACCESSORIES AND PARTS FOR THE AFOREMEN-
TIONED GOODS; STANDS, COVERS, CASES, HOL-
STERS, POWER ADAPTORS, AND WIRED AND
WIRELESS REMOTE CONTROLS FOR THE AFORE-
MENTIONED GOODS; COMPUTER MEMORY
HARDWARE; COMPUTER DISC DRIVES; OPTICAL
DISC DRIVES; COMPUTER NETWORKING HARD-

A

WARE; COMPUTER MONITORS; FLAT PANEL
DISPLAY MONITORS; COMPUTER KEYBOARDS;
COMPUTER CABLES; MODEMS; COMPUTER
MICE; ELECTRONIC DOCKING STATIONS; SET
TOP BOXES; BATTERIES; BATTERY CHARGERS;
ELECTRICAL CONNECTORS, WIRES, CABLES,
AND ADAPTORS; DEVICES FOR HANDS-FREE
USE; HEADPHONES; EARPHONES; EAR BUDS;
AUDIO SPEAKERS; MICROPHONES; AND HEAD-
SETS; A FULL LINE OF COMPUTER SOFTWARE
FOR BUSINESS, HOME, EDUCATION, AND DE-
VELOPER USE; USER MANUALS FOR USE WITH,
AND SOLD AS A UNIT WITH, THE AFOREMEN-
TIONED GOODS; DOWNLOADABLE AUDIO AND
VIDEO FILES, MOVIES, RING TONES, VIDEO
GAMES, TELEVISION PROGRAMS, POD CASTS
AND AUDIO BOOKS VIA THE INTERNET AND
WIRELESS DEVICES FEATURING MUSIC, MO-
VIES, VIDEOS, TELEVISION, CELEBRITIES,
SPORTS, NEWS, HISTORY, SCIENCE, POLITICS,
COMEDY, CHILDREN’S ENTERTAINMENT, ANI-
MATION, CULTURE, CURRENT EVENTS AND
TOPICS OF GENERAL INTEREST, IN CLASS 9
(U.S. CLS. 21, 23, 26, 36 AND 38).

FIRST USE 1-31-1977; IN COMMERCE 1-31-1977.

OWNER OF U.S. REG. NOS. 1,114,431, 2,753,069
AND OTHERS.

THE MARK CONSISTS OF THE DESIGN OF AN
APPLE WITH A BITE REMOVED.

SER. NO. 77-648,705, FILED 1-13-2009.

JERI J. FICKES, EXAMINING ATTORNEY
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Goods and IC 009. US 021 023 026 036 038. G & S: Computers; computer hardware; computer peripherals; handheld

Services computers; handheld mobile digital electronic devices for recording, organizing, transmitting, manipulating, and
reviewing text, data, image, audio, and audiovisual files, for the sending and receiving of telephone calls,
electronic mail, and other digital data, for use as a digital format audio player, handheld computer, personal
digital assistant, electronic organizer, electronic notepad, camera, and global positioning system (GPS) electronic
navigation device; digital audio and video recorders and players; personal digital assistants; electronic
organizers; cameras; telephones; mobile phones; satellite navigational systems, namely, global positioning
systems (GPS); electronic navigational devices, namely, global positioning satellite (GPS) based navigation
receivers; computer game machines for use with external display screens, monitors, or televisions; a full line of
accessories and parts for the aforementioned goods; stands, covers, cases, holsters, power adaptors, and wired
and wireless remote controls for the aforementioned goods; computer memory hardware; computer disc drives;
optical disc drives; computer networking hardware; computer monitors; flat panel display monitors; computer
keyboards; computer cables; modems; computer mice; electronic docking stations; set top boxes; batteries;
battery chargers; electrical connectors, wires, cables, and adaptors; devices for hands-free use; headphones;
earphones; ear buds; audio speakers; microphones; and headsets; a full line of computer software for business,
home, education, and developer use; user manuals for use with, and sold as a unit with, the aforementioned
goods. downloadable audio and video files, movies, ring tones, video games, television programs, pod casts and
audio books via the internet and wireless devices featuring music, movies, videos, television, celebrities, sports,
news, history, science, politics, comedy, children's entertainment, animation, culture, current events and topics of
general interest. FIRST USE: 19770131. FIRST USE IN COMMERCE: 19770131

Mark Drawing ) hEgiGN ONLY

Code

Design Search

Code 05.09.05 - Apples

Trademark Search

Facility . . .
A VEG Plant life such as trees,flowers,fruits,grains,nuts,wreaths,and leaves

Classification

Code

Serial Number 77648705

Filing Date January 13, 2009

Current Basis 1A
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Orlg_lnal Filing 1A

Basis

Published for ;o 23 2009
Opposition

Registration 3679056

Number

International

Registration 1014459

Number

Registration Date September 8, 2009
Owner (REGISTRANT) Apple Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA 95014
Attorney of Thomas R. La Perle
Record

Prior

. . 1114431;2715578;2753069;AND OTHERS
Registrations

Description of Color is not claimed as a feature of the mark. The mark consists of the design of an apple with a bite removed.

Mark

Type of Mark TRADEMARK

Register PRINCIPAL

Affidavit Text SECT 15. SECT 8 (6-YR).
heemed e
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Int. CL: 35
Prior U.S. Cls.: 100, 101 and 102

United States Patent and Trademark Office

Reg. No. 2,683,410
Registered Feb. 4, 2003

SERVICE MARK
PRINCIPAL REGISTER

APPLE STORE

APPLE COMPUTER, INC. (CALIFORNIA COR-
PORATION)

1 INFINITE LOOP

CUPERTINO, CA 95014

FOR: RETAIL STORE SERVICES FEATURING
COMPUTERS, COMPUTER SOFTWARE, COMPU-
TER PERIPHERALS AND CONSUMER ELECTRO-
NICS, AND DEMONSTRATION OF PRODUCTS
RELATING THERETO; ONLINE RETAIL STORE
SERVICES PROVIDED VIA A GLOBAL COMPUTER
NETWORK FEATURING COMPUTERS, COMPU-
TER SOFTWARE, COMPUTER PERIPHERALS AND
CONSUMER ELECTRONICS, AND DEMONSTRA-
TION OF PRODUCTS RELATING THERETO, IN
CLASS 35 (U.S. CLS. 100, 101 AND 102).

FIRST USE 11-1-1997; IN COMMERCE 11-1-1997.

OWNER OF US. REG. NOS. 1,078,312, 2,462,798
AND OTHERS.

NO CLAIM IS MADE TO THE EXCLUSIVE
RIGHT TO USE "STORE", APART FROM THE
MARK AS SHOWN.

SER. NO. 76-400,649, FILED 4-25-2002.

ANNE MADDEN, EXAMINING ATTORNEY
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APPLE STORE

Word Mark APPLE STORE

Goods and IC 035. US 100 101 102. G & S: Retail store services featuring computers, computer software, computer peripherals

Services and consumer electronics, and demonstration of products relating thereto; online retail store services provided via a
global computer network featuring computers, computer software, computer peripherals and consumer electronics,
and demonstration of products relating thereto. FIRST USE: 19971101. FIRST USE IN COMMERCE: 19971101

Mark

Drawing (1) TYPED DRAWING
Code

Serial

Number 76400649

Filing Date  April 25, 2002
Curl_'ent 1A

Basis

Original

Filing Basis 1A

Published

for November 12, 2002
Opposition

Registration 2683410

Number

International
Registration 0883222

Number

Registration

Date February 4, 2003

Owner (REGISTRANT) Apple Computer, Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA 95014

(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO CALIFORNIA
95014

Assignment
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ASSIGNMENT RECORDED
Recorded

Attorney of
Record

Prior
Registrations

Disclaimer NO CLAIM IS MADE TO THE EXCLUSIVE RIGHT TO USE "STORE" APART FROM THE MARK AS SHOWN
Type of Mark SERVICE MARK

Thomas R. La Perle

1078312;1225776;2424976;2462798;AND OTHERS

Register PRINCIPAL

Affidavit Text SECT 15. SECT 8 (6-YR). SECTION 8(10-YR) 20120307.
Renewal 1ST RENEWAL 20120307

leg/Dead LIVE

Indicator
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Int. CL: 35
Prior U.S. Cls.: 100, 101 and 102

Reg. No. 2,424,976

United States Patent and Trademark Office - Rregistered Jan. 30, 2001

SERVICE MARK
PRINCIPAL REGISTER

THE APPLE STORE

APPLE COMPUTER, INC. (CALIFORNIA CORPORA-
TION)

1 INFINITE LOOP

CUPERTINO, CA 95014

FOR: ONLINE RETAIL STORE SERVICES PRO-
VIDED VIA A GLOBAL COMPUTER NETWORK
FEATURING COMPUTERS, COMPUTER HARD-
WARE, COMPUTER SYSTEMS, COMPUTER SOFT-
WARE, COMPUTER PERIPHERALS AND ACCES-
SORIES, IN CLASS 35 (U.S. CLS. 100, 101 AND 102).

FIRST USE 11-0-1997; IN COMMERCE 11-0-1997.

OWNER OF US. REG. NOS. 1,078,312 AND
1,225,776.

NO CLAIM IS MADE TO THE EXCLUSIVE RIGHT
TO USE ““STORE”’, APART FROM THE MARK AS
SHOWN.

SER. NO. 75-857,191, FILED 11-23-1999.

NAAKWAMA ANKRAH, EXAMINING ATTORNEY
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THE APPLE STORE

Word Mark THE APPLE STORE

Goods and IC 035. US 100 101 102. G & S: online retail store services provided via a global computer network featuring
Services computers, computer hardware, computer systems, computer software, computer peripherals and accessories. FIRST
USE: 19971100. FIRST USE IN COMMERCE: 19971100

Mark

Drawing (1) TYPED DRAWING
Code

Serial

Number 75857191

Filing Date  November 23, 1999
Curl_'ent 1A

Basis

Original

Filing Basis 1A

Published

for November 7, 2000
Opposition

Registration 2424976

Number

Registration

Date January 30, 2001
Owner (REGISTRANT) Apple Computer, Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA 95014

(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO CALIFORNIA
95014

Assighment
Recorded

Attorney of
Record

Prior

ASSIGNMENT RECORDED

Thomas R La Perle
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. . 1078312;1225776
Registrations

Disclaimer NO CLAIM IS MADE TO THE EXCLUSIVE RIGHT TO USE "STORE" APART FROM THE MARK AS SHOWN
Type of Mark SERVICE MARK

Register PRINCIPAL

Affidavit Text SECT 15. SECT 8 (6-YR). SECTION 8(10-YR) 20110208.
Renewal 1ST RENEWAL 20110208

leg/Dead LIVE
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| HOME | SITE INDEX| SEARCH | eBUSINESS | HELP | PRIVACY POLICY
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/
A

Int. Cl.: 35
Prior U.S. Cls.: 100, 101, and 102

United States Patent and Trademark Office

Reg. No. 2,462,798
Registered June 19, 2001

SERVICE MARK
PRINCIPAL REGISTER

APPLESTORE

APPLE COMPUTER, INC. (CALIFORNIA COR-
PORATION)

1 INFINITE LOOP

CUPERTINO, CA 95014

FOR: ONLINE RETAIL STORE SERVICES PRO-
VIDED VIA A GLOBAL COMPUTER NETWORK
FEATURING COMPUTERS, COMPUTER HARD-
WARE, COMPUTER SYSTEMS, COMPUTER SOFT-
WARE, COMPUTER PERIPHERALS AND
ACCESSORIES, IN CLASS 35 (US. CLS. 100, 101
AND 102).

FIRST USE 11-1-1997; IN COMMERCE 11-1-1997.

NO CLAIM IS MADE TO THE EXCLUSIVE
RIGHT TO USE "STORE", APART FROM THE
MARK AS SHOWN.

SN 75-857,151, FILED 11-23-1999.

NAAKWAMA ANKRAH, EXAMINING ATTORNEY
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Please logout when you are done to release system resources allocated for you.
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APPLE STORE

Word Mark APPLE STORE

Goods and IC 035. US 100 101 102. G & S: online retail store services provided via a global computer network featuring

Services computers, computer hardware, computer systems, computer software, computer peripherals and accessories. FIRST
USE: 19971101. FIRST USE IN COMMERCE: 19971101

Mark

Drawing (1) TYPED DRAWING

Code

Serial
Number
Filing Date November 23, 1999

Current
Basis

75857151

1A

Original
Filing Basis
Published
for June 20, 2000
Opposition
Change In
Registration

Registration

CHANGE IN REGISTRATION HAS OCCURRED

Number 2462798

Registration June 19, 2001

Date

Owner (REGISTRANT) APPLE COMPUTER, INC. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA
95014
(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO CALIFORNIA
95014

Assignment ) o, ~NMENT RECORDED

Recorded
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Trademark Electronic Search System (TESS)

Attorney of Thomas R. La Perle

Record

Disclaimer NO CLAIM IS MADE TO THE EXCLUSIVE RIGHT TO USE "STORE" APART FROM THE MARK AS SHOWN
Type of  oepviCE MARK

Mark

Register  PRINCIPAL

?gfa‘"t SECT 15. SECT 8 (6-YR). SECTION 8(10-YR) 20110411.

Renewal 1ST RENEWAL 20110411

leg/Dead LIVE

Indicator
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Int. Cls.: 35 and 39

Prior U.S. Cls.: 100, 101, 102, and 105
United States Patent and Trademark Office

Reg. No. 2,926,853
Registered Feb. 15, 2005

SERVICE MARK
PRINCIPAL REGISTER

APPLE COMPUTER, INC. (CALIFORNIA COR-
PORATION)

1 INFINITE LOOP

CUPERTINO, CA 95014

FOR: ANALYSIS AND CONSULTATION IN THE
FIELD OF BUSINESS INFORMATION MANAGE-
MENT, NAMELY, THE SELECTION, ADOPTION
AND OPERATION OF COMPUTERS AND COMPU-
TER INFORMATION MANAGEMENT SYSTEMS:
PROVIDING INFORMATION IN THE FIELDS OF
BUSINESS AND COMMERCE OVER COMPUTER
NETWORKS AND GLOBAL COMMUNICATION
NETWORKS; BUSINESS SERVICES, NAMELY, PRO-
VIDING COMPUTER DATABASES REGARDING
THE PURCHASE AND SALE OF A WIDE VARIETY
OF PRODUCTS AND SERVICES OF OTHERS; BUSI-
NESS SERVICES, NAMELY, DISSEMINATION OF
ADVERTISING FOR OTHERS VIA COMPUTER
NETWORKS AND GLOBAL COMMUNICATION
NETWORKS; RETAIL STORE SERVICES FEATUR-
ING COMPUTERS, COMPUTER SOFTWARE, COM-
PUTER PERIPHERALS AND CONSUMER
ELECTRONICS, AND DEMONSTRATION OF PRO-
DUCTS RELATING THERETO; ONLINE RETAIL
STORE SERVICES PROVIDED VIA COMPUTER
NETWORKS AND GLOBAL COMMUNICATION
NETWORKS FEATURING COMPUTERS, COMPU-

’

TER SOFTWARE, COMPUTER PERIPHERALS AND
CONSUMER ELECTRONICS, AND DEMONSTRA-
TION OF PRODUCTS RELATING THERETO, IN
CLASS 35 (U.S. CLS. 100, 101 AND 102).

FIRST USE 0-0-1983; IN COMMERCE 0-0-1983.

FOR: COMPUTERIZED DATA STORAGE SERVI-
CES; DATA STORAGE RELATING TO BUSINESS,
IN CLASS 39 (U.S. CLS. 100 AND 105).

FIRST USE 0-0-1985; IN COMMERCE 0-0-1985.

PRIORITY CLAIMED UNDER SEC. 44(D) ON
ERPN CMNTY TM OFC APPLICATION NO.
2593671, FILED 2-26-2002, DATED 0-0-0000.

OWNER OF US. REG. NOS. 1,114,431, 1,401,154,
AND OTHERS.

THE MARK CONSISTS OF THE DESIGN OF AN
APPLE WITH A BITE REMOVED.

SN 78-155,188, FILED 8-16-2002.

NORA BUCHANAN WILL, EXAMINING ATTOR-
NEY
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Record 1 out of 1
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Goods and IC 035. US 100 101 102. G & S: analysis and consultation in the field of business information management, namely,

Services the selection, adoption and operation of computers and computer information management systems; providing
information in the fields of business and commerce over computer networks and global communication networks;
business services, namely, providing computer databases regarding the purchase and sale of a wide variety of
products and services of others; business services, namely, dissemination of advertising for others via computer
networks and global communication networks; retail store services featuring computers, computer software, computer
peripherals and consumer electronics, and demonstration of products relating thereto; online retail store services
provided via computer networks and global communication networks featuring computers, computer software,
computer peripherals and consumer electronics, and demonstration of products relating thereto. FIRST USE:
19830000. FIRST USE IN COMMERCE: 19830000

IC 039. US 100 105. G & S: computerized data storage services; data storage relating to business. FIRST USE:
19850000. FIRST USE IN COMMERCE: 19850000

Mark

Drawing (2) DESIGN ONLY
Code

Design

Search Code 05.09.05 - Apples
Serial

Number 78155188

Filing Date  August 16, 2002
Curfent 1A

Basis

Original .

Filing Basis 1B;44D
Published

for July 29, 2003
Opposition

Registration 2926853
Number

International
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Trademark Electronic Search System (TESS)

Registration 0871151

Number

Registration

Date February 15, 2005

Owner (REGISTRANT) Apple Computer, Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA 95014
(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO CALIFORNIA
95014

Assignment o\ SNMENT RECORDED

Recorded

Attorney of Thomas R. La Perle

Record

Priority Date February 26, 2002

Prior  4114431;1130288;1401154;AND OTHERS

Registrations

Efca:ncar:;lztlon Color is not claimed as a feature of the mark. The mark consists of the design of an apple with a bite removed.

Type of Mark SERVICE MARK
Register PRINCIPAL
Affidavit Text SECT 15. SECT 8 (6-YR). SECTION 8(10-YR) 20150228.

Renewal 1ST RENEWAL 20150228
Live/Dead
Indicator LIVE
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